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K OCHOBHOU NPOgheccuonanbHoll 00pazoeamenbHoll npocpamme
no nanpasienuro noocomosku 38.03.01 Ixonomuka
HanpasieHHocmb (npoghunsv) « Mupoeas IKOHOMUKAY

Pabouas mnporpamma IUCIUIUIUHBI «AHTIUHCKHHA SI3BIK JUIsI TPO(EeCcCHOHATBHOTO
0O0IIEeHUD» BXOIUT B COCTaB OCHOBHOI 00pa3oBaTeIbHOM MPOTrpaMMBbl BBICIIET0 00pa30BaHuUs MO
HarpaBieHuto moarotoBku 38.03.01. DkoHommuka, HampaBiieHHOCTh (nmpoduib) «MupoBas
SKOHOMHKA» M TIPeIHAa3HAYCHA JJI O0YJarOIIMXCs IO OYHOM, OYHO-3a09HOM M 3a09HOM (hopmMam

00y4eHus.

Ceenenus o0 aktyanuzauuu PT1J]

Ha y4eGnbrit rog

CocraB akTyaJn3aiuu

YT1BepxkaeHa
Y4eHBIM COBETOM

2021-2022 - [lepeuenb OCHOBHOW ¥ TIOTIOJTHUTEIHHOM [Iporoxon YuéHoro coBera
yqeGHOI}'I TUTEPATYPHI; ot 08.07.2021 ., Ne 12
- OIICHOYHBIC MaTEePHAIbI.

2022-2023 - [lepeuenb OCHOBHOW ¥ TIOTIOJTHUTEIHLHOM [Tpotokon Yuénoro Coseta
y4eOHOI TUuTeparypsl, ot 26.01.2022 1., Ne6
- OIICHOYHBIC MaTEePHAIbI.

2023-2024 - [IepedyeHb OCHOBHOM M TOTIOJIHUTEIBHOU IIporokon Yuénoro Cosera

y4eOHOU JTUTEPATYPHI,
- OIICHOYHLIC MATCPUAJIbI.

ot 27.04.2023 ., Ne9

© MHCTUTYT MEXTyHAPOIHBIX SKOHOMUYECKUX CBs3eH, 2023.
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1. Ieap u 3axa4u JTUCHUNIIMHBI (MOIYJIS)

Heab mucuUIIMHB « AHTTUHACKHUH S3BIK T MPOGECCHOHATBHOTO OOIIEHUS» - Pa3BUTDH Y
CTYACHTOB KOMMYHHUWKATHUBHYIO KOMIICTCHIHUIO, YPOBCHb KOTOpOfI IIO3BOJIUT HCIIOJIbB30BATh
AQHTTIUUCKUN  SI3bIK B MPO(ecCHOHANBHOM N1eATENbHOCTH, TOBBICUTH YpPOBEHb BJaJICHUS
AHTJIMHACKUM SI3BIKOM, JTIOCTUTHYTBHIM HAa MPEABIAYILIEM JTalle, a TAaKXKE 3aJ0KUThb OCHOBY JIS
JaIbHEUIIETro U3ydeHus NpoheCCHOHAIBLHOTO acleKTa S3bIKa.

3agauu AUCHMILINHBI:

- JOCTHKEHNE HEOOXOAMMOIO YpPOBHS JMHTBUCTUYECKMX HABBIKOB — HM3yuU€HHUE U
HCIIOJIb30BAHUC JICKCUYCCKUX W I'PaMMaTUYCCKUX CIAUWHUILL B O6’beMe, KOTOpBIfI H€O6XO,Z[I/IM JJIA
TBOPYECKOH J1eATeNbHOCTH B PO eCCHOHATIBHBIX cpepax U CUTYaLUsAX;

- pa3BUTHE AMCKYPCUBHBIX HABBIKOB - YMEHUS MOCTPOEHUS IEJIOCTHBIX, JOTMYHBIX
BBICKA3bIBaHUN (JIUCKYpPCOB) pa3HBIX (YHKIMOHAJIBHBIX CTHJICH B YCTHOH M THCHMEHHOU
KOMMYHUKAIIUW HAa OCHOBC NIOHUMAaHUS PA3JIMYHBIX BUI0B Hpoq)CCCI/IOHaJ'H:HO-OpI/IGHTI/IpOBaHHBIX
TEKCTOB IPU YTEHUU U ayJUPOBAHUU;

- pa3BUTHE TMPAKTUKH HUCIOJIB30BAaHUS AHIJIMMCKOTO SI3bIKAa JUISL  pelIeHUus
CHeUHaNTbHBIX NPOPECCHOHATBHBIX 3a1ad (MoAdOp JHTEpaTyphl, YTEHHE COOTBETCTBYIOIIUX
HCTOYHUKOB, IPOCMOTP MPOTPaMM [0 HHTEPECYIOIIEH CTyJeHTa MPOOIeMaTHKe);

- 3aKpeIyieHHe CTPaTernyeckoro HaBbIKa — HaBbIKa HCIOJIb30BaTh BepOalbHBIC U
HeBep6aﬂbHBIe CTPATCruu 1JI1 KOMIICHCAIlUH HpO6€J’IOB, CBsI3aHHBIX C HEAOCTATOYHBIM BJIaICHUEM
A3BIKOM;

— MOBBIIICHUE YPOBHS yueOHOM aBTOHOMHH, CIIOCOOHOCTH K CaMO00Opa30BaHUIO;

- pa3BUTHE KOTHUTUBHBIX U UCCIIEOBATENLCKUX YMEHUM;

- paciupeHe Kpyro3opa 1 MoBbIlIeHHE 00IIEH KyJIbTYphl: U3yU€HHE KYJIbTYpPHBIX
0Cc0OEHHOCTEH, HPAaBOB, OOBIYAEB CTPAH M3yYaeMOTO SI3bIKA, STUKH, BOCHUTAHUE TOJECPAHTHOCTH
U YBa)KEHUS K JYXOBHBIM IIEHHOCTSIM Pa3HBIX CTPaH U HApPOJOB.

2. IlepeyeHb IVIAHUPYEMBIX Pe3yJIbTATOB 00y4YeHMsI 1O JUCIHUNINHE (MOYJIIO0),
COOTHECEHHBIX € MJIAHUPYEMbIMH Pe3yJIbTATAMHU 0CBOeHHMS 00pa3oBaTeIbHOI

NPOrpamMmsbl
Kon
IlnanupyemMblie pe3yabTaTbl 00y4eHUs
kommneTen| Coaep:xkaHue KOMMNETEHIIHH
Mo JUCHUNJIHHE
10100
Cmoco6HOCTh K | 3HaTh (4)! — rpaMMaTHUecKue npaBua, HOPMEI 1
KOMMYHHKAIIUM B YCTHOH H | KOHCTPYKIIHUH, AHTJIOSI3BIYHBIC pedeBbie
OK-4 | nmucbMeHHOM  QopMax  Ha | CTPYKTYpbl H  JCJIOBYIO  TEPMHHOJIOTHIO,
PYCCKOM H  HHOCTPAHHOM | HEOOXOIUMBIC TUTST OCYIIECTBICHUS
SI3pIKAX IS pemIeHus 3aaad | mpoeCCHOHATBLHOTO OOIIEHUS
MEXIINYHOCTHOTO u | Ymers (4) — IJIOTUYHO, apryMEHTHpPOBAaHO H
MEXKYJIbTYPHOTO KOPPEKTHO MOATOTOBUTH YCTHBIC M MUCHMEHHBIC
B3aMMOJICICTBUS BBICKA3bIBaHUSI Ha HHOCTPAHHOM  SI3BIKE B
npodeccnoHaTEHOM OOIIEHUH
Bnanets (4) — HaBBIKaMU UCTIOIB30BAHMS
MOHOJIOTMYECKOU U TUAJIOTUYECKON YCTHOU U
MMCbMEHHOM peur B CUTYaLUAX
poecCHOHATEHOTO B3aUMOICHCTBUS

! (4) — B ckobKax ykaszaH >Tan (GOPMUPOBAHHS KOMIETEHIIMH U3 TAGIHIE! B M.7.2. (37€Ch U Janee B TabIMIax)

4



Kon
KOMIIETEeH
u

Conep:kanue KOMIeETEHIIUU

IlnanupyemMblie pe3yabTaTbl 00y4eHUs
Mo JUCHUIIMHE

Croco6HOCTB, UCITIONB3YS
OTEUYECTBCHHBIC U 3apyOeKHBIC
UCTOYHUKU uHopMaIuu,
coOparb HEO0OXO0IUMBIC
JaHHbIE MPOAHAIU3UPOBATH UX
U TOArOTOBUTH HMH(OpMa-
[IUOHHBIH 0030p 1508701051
AHATUTUYECKUI OTUET

IK-7

3HaTh (4) — mpueMBbl cOOpa U aHAIKM3a TAHHBIX W3
AHTJIOSI3BIYHBIX UICTOYHUKOB HH(OPMAIIHH

YMmers (4) aHAJIM3UPOBATh JIAaHHBIE JUIS
MOJIrOTOBKM HMH(GOPMAIIMOHHOTO JIOKJIaja W\WJIH
AHAJIMTUYECKOTO OTYETa HA UHOCTPAHHOM SI3bIKE
Bmamers  (4) HaBBIKAMH  HOJTOTOBKU
WH(pOPMaIMOHHBIX 0030poB u/unu
AHAIMTUYECKUX OTUYETOB HA AaHTIIUHCKOM SI3bIKE

3. MecTo nuCHUILIAHBI (MOYJIsI) B CTPYKType 00pa3oBaTeIbHOM MPOrpaMMbl
BbICIIEr0 00Pa30BaAHUA

YyeOHast AUCIUILTUHA « AHTIIUACKUN SI3BIK TSI TPO(ECCHOHAIEHOTO OOIICHUS» BXOIUT B
BapUATHUBHYIO YacTh (AMCIHUIUIMHA MO BHIOOPY CTYACHTOB) y4eOHOTO IjIaHa MO HaIpaBJICHUIO
noarotoBku 38.03.01 DxoHomuka, npoduins «MHUpOBasi SIKOHOMHUKA.

SI3bIKM TIpenojaBaHus: pyCCKUM, aHTJTUHCKHUH.

4. O0beM TUCUMIIIIMHBI (MOXYJIS]) B 3a4€THBIX €JMHUIAX ¢ YKa3aHMEM KOJIHYeCcTBa
aKaJeMH4YeCKHX YaCOB, BbI/IeJICHHbIX HA KOHTAKTHYI0 padoTy 00y4arommuxcs ¢
npenoaasaresieM (Mo BUAAM y4eOHBIX 3aHATHI) M HA CAMOCTOSITEJIbHYIO PadoTy
o0yuarwumuxcst

OO61mmast TpyJ0EMKOCTh JUCIUILINHBI COCTaBIsAeT 12 3a4€THRIX eAnHMII, Bcero — 432 gaca.

Bcero 4acoB / 3a4€THBIX €JHHUII
Bup y4yedHoii padoThl OYHO-3a04Has 3a04Hast
oyHas hopma
dopma dopma
o0yJeHus
oOyJeHus oOydeHus
KonTakTHas pabora ¢ mnpenogaBaTesemM 168 96 24
(Bcero)
B ToMm uncrne:
3aHsaTUA JIEKIIHOHHOTO THUIIA 12
3aHATHS CEMUHAPCKOTO THIIA 168 96 8
Koncynbranuu 4
CamocTrosiTejibHasi padoTa 210 282 390
KonTpoasb 54 54 18
dopma KOHTPOJIS DK3aMeH, DK3aMeH, DK3aMeH,
DK3aMeH DK3aMeH DK3aMeH
Oo0mast Tpyn10éMKOCTH
432/ 12 432112 432 /12




5. Conepxxanue TMCHUIIMHBI (MOAYJIs), CTPYKTYPHMPOBaHHOE 10 TeMaM (pa3aesamM) ¢ yKa3aHHeM OTBeIeHHOr0 HaA HUX KOJIHYeCcTBa

aKaJeMH4YeCKNX YaCOB M BUJ0B y4eOHbIX 3aHATHI

Conep:kaHue TUCHHUILVIMHBI, CTPYKTYPHMPOBAHHOE 10 TeMaM (pa3aesiam)

HauMeHoBanue teM

Conep:xanue Tem (pa3aesioB)

(pa3aesioB)
Forms of business Jlexcuka: TepMUHBI B 00JIACTH JICIOBBIX (DOPMATLHOCTEH, HAJIOTOB, FOPUIUYCCKHE CTaTyChl KOMITAHWH, WHIHBHIYIBHOS
activities NPEINPUHIMATENbCTBO, TOBAPHILECTBO, aKIIMOHEPHOE OOIIECTBO, UX NMPEUMYILECTBA U HETOCTATKH

®dopMmbl Ou3HEca

Yrenue: Sole Proprietorship, Partnership, Corporation.

['pammaTHKa: THYHBIC, TPUTSDKATENBHBIE, YKa3aTeIbHBIE MECTOUMEHUSI.
Heonpenenennas gopma riaronos. CioBooOpazoBaHue, 00bEKTHBIHN MaIeK.
ITopsanok ciioB B IpeuIoKeHUH. BonpocuTenbHbIe ci1oBa. APTUKIH.
KomnuuecTBeHHbIE U TOPSAAKOBBIE YHUCIUTENIbHBIE.

YcrHas peds (MOIMIIOTHIecKas):

-IIPEUMYIIECTBA U HEJOCTATKH pa3HbIX (popm Ou3Heca

YcrHas pedb (MOHOJIOTHYECKAs ):

-pucku UII

IIncbmenHas peusb:

- ketic Belt Up

Levels and areas of
management
VYpoBHH U chepsl
YyIIpaBJICHUS

Jlexcuka: TCPMUHBI B C(bepe yYpaBJICHUA, YPOBHH MCHCIKMCHTA, TPYAOBLIC 06}133HHOCTI/I, Ha3BaHUA U OTBCTCTBCHHOCTHU
OTJIEJIOB OpraHU3aluU

Yrenue: Levels of Management, Organization Chart

I'pammatuka: [Topsgok cinoB B mpenioxeHuu. [Iopsaok ciioB B caMOCTOATEIHLHOM IOBECTBOBATEILHOM MPEIIOKEHHUH.
ITops10K CIIOB B BOIPOCUTEIBLHOM IPEAIOKEHNU. BpeMeHa akTHBHOTO 3aj10ra.

YcrHas peub (MOTUIOrHIecKas):

-00Cy’XJIeHHE TPYIOBBIX 00S3aHHOCTEN YIIPABIICHIIEB PA3HBIX YPOBHEN

VYcTHas pedb (MOHOJIOTHYECKAs ):

- JOKJIaJg 06 OTBCTCTBCHHOCTAX OTACIa KOMIIAaHUN

[TuceMenHas peus:

- Kelic Success

Organizational structures

Jlekcuka: TepMUHBI B 0071aCTH OPraHU3alMOHHBIX 0COOCHHOCTEN OpraHu3aIiui, BUIABI CTPYKTYP, PECTPYKTYPHU3AIIUS
Urenune: Types of organizational structures, Restructurization
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Opranu3zannoHHbIE I'pammatuka: Ilopsiok ciioB B BONPOCUTENBHOM HpeiioxkeHUH. IIopsaok cCIOB B BOCKIMIATEIBHOM IPEIIOKEHHUH.
CTPYKTYpPBbI Bpemena nmaccuBHOrO 3aora.

YcTHas pedb (MOTMIIOTHIecKas):

- IPEUMYLIECTBA U HEAOCTATKU PA3IMYHBIX OPIraHU3ALUOHHBIX CTPYKTYP

YcTHas pedb (MOHOJIOTHYECKAs ):

-OMHMCAHUE CTPYKTYPbI KOMITAHUH

[IuceMenHas peus:

- keiic Wildberries

Management Jlexcuka: TepMHUHBI B 00JIACTH MEHEPKMEHTA, CTUIIM YIIPABIICHUS, TUIIBI MEHEIKEPOB
MeHeKMEHT Yrenune:What is management, The big three management styles

I'pammaruka: UTHQUHUTHB U €r0 KOHCTPYKIHH.

YcrHas pedb (MOTUIOrHIecKas):

'O6C}’)KI[€HI/IG TUTIOB YIIPABJICHICB U UX KA4YCCTB

YcTHas pedb (MOHOJIOTHYECKAs ):

-OIMCAHUE CTUIIEH YIIPABJICHUS

[TuceMenHas peus:

- keiic Peter Drucker

Leadership JlekcuKa: TEpMHUHBI B 00J1aCTH JTUAEPCTBA, INACPCKUE KAaueCcTBa,
JlunepctBo u uaepckue | Urenue:Leadership qualities: what does it take, Business leader briefings
Ka4yecTBa I'pammaruka: I'epyHauii, KOHCTPYKIIUU C TEPYHAUEM.

YcrHas pedb (MOTMIIOTHIecKas):

-00CyX/IeHHE TUIIOB YIIPABIICHIIEB U UX KaYECTB
YcTHas pedb (MOHOJIOTHYECKAs ):

-OMHUCAHUE CTUIIEH YIIPABICHUS

[IuceMenHas peus:

- keiic The new boss

Recruitment Jlekcuka: TepMHUHBI B 00JacTH PEKPYTHUHTA, XEIXAHTUHT, €ro BUABI U METOJbI, peueBble CTPYKTYphl U OOOpOTHI Ha
[Ton6op nepconana, cobeceI0BaHUH MIPU IIPHEME Ha padoTy
PEKPYTHUHT Yrenue:Methods of selection, A job interview, Headhunting

I'pammatuka: YcinoBHble npeasioxkenus. CocnaraTeabHOE HAKJIOHEHHUE.
YcrHas pedb (MOTMIIOrHIecKas):

-METO/Ibl PEeKpyTHHTa, coOeceI0BaHuE

YcrHas pedb (MOHOJIOTHYECKAs ):

- keiic Orbit Records




[InceMenHas peus:
- HallMcaHue COOCTBEHHOTO pe3loMe

Marketing
MapkeTuHr

Jlexcuka: TCPMUHBLI B 06J'IaCTI/I MapKCTHUHTAa, UCCIICAOBAHUA PbIHKA, IICJICBLIC PBIHKH, CCTMCHTAUS PbIHKA
Urenue:

I'pammaruka: CriocoObl BeIpaKeHUs1 OyAyIIero, BpeMeHa akTUBHOTO U ITACCUBHOTO 3aJ10Ta — MOBTOPEHHUE.
YcrHas peub (MOTUIOrHIecKas):

- o0cyxnenue 4 I1 mapkeTunra

YcTHas pedb (MOHOJIOTHYECKas ):

- TOKJIaJl O METOJIaX UCCIIEIOBAaHUS PhIHKA

[TuceMenHas peus:

- ketic Virgin Mobile

Promotion
[Tponsuxenue OpeHa Ha
PBIHKE

Jlexcuka: TepMHUHBI B 001aCTH MapKETHUHTA U PEKIJIaMBbl, BUJbI PEKIaMbl

Yrenue: Uses of Advertising, Promotion, Promotional Mix

I'pammaTtuka: CriocoObl BeIpaskeHUs OyyIIEro, BpeMeHa akTUBHOTO M MTACCUBHOT'O 3aJ10ra — IOBTOPEHHUE.
YcrHas pedb (MOTMIIOTHIecKas):

- o0cyxneHne PyHKIUH peKIaMbl

YcrHas pedb (MOHOJIOTHYECKAs ):

- TOKJIaJl Ha TeMY BBIOPAaHHOTO BUJa pEKIIaMbl

[IuceMenHas peus:

- keric Danger Zone

International Trade
Buemnsis Topro,iis

Jlekcuka: TEepMUHBI B OOJIAaCTH BHEIIHEH TOPrOBIM, BHEUIHHE DPBIHKH, CTEPEOTHUIBI M KYJIbTypHbIE OCOOCHHOCTH,
MEXIyHApOAHbIE SKOHOMUYECKHE COIO3bl U OPTaHU3aLMN, CAHKIIMY U OTPaHUYEHUS

Yrenue:Entering a foreign market, Barko of Belgium, Pinball Wizard learns from mistakes

I'pammarnka: MopasibHbIE TJ1aroJibl, OTTEHKH MOJIaIbHOCTH

YcrHas peds (MOTMIIOTuIecKas):

- 00CYy’XJIeHUE CaHKITUH BHEITHEH TOPTOBIH

YcrHas pedb (MOHOJIOTHYECKAs ):

-noxian o BTO

[IuceMenHas peus:

- 5cce EBponerickuii Coro3




CTpyKTypa AUCHMILINHBI

Ounas ¢popma o0yuenus (B yacax)

KonTakTHas padora
No | HammenoBaHue TeM (pa3nenoB) | 3aHATHS 3ansaTus CPC | Beero
/i AUCIHUTLTHHBI JIEKIMOHH | CEMHUHAPCKO
0ro THIA ro TMNA
1 | ®opmsbl OuzHeca - 20 23 43
2 | YpoBHH U chepsl yIpaBICHHS - 20 23 43
3 | Opranu3zaioHHbIe CTPYKTYPBI - 20 23 43
4 | MeHemKMEHT - 18 23 41
5 | JImgepcTBO M TUACPCKUE KauyecTBa - 18 23 41
6 | Ilonbop mepcoHana, peKpyTUHT - 18 23 41
7 | MapkeTuHr - 18 23 41
8 | lIpoaBmxenue OpeHaa Ha phIHKE - 18 23 41
9 | BHemHsIst TOProBIIs - 18 26 44
KoHnTpoJib: 94
Hroro: 168 210 432
OuHo-3204Hast popma o0yueHus (B yacax)
KonTakTHas pabora
No | HaumeHoBaHue TeM (pa3iesioB) 3ansiTust 3ausaTus CPC | Beero
n/m AUCHUTLTUHBI JIEKIMOHH | CEMHUHAPCKO
0ro TMIA ro TUNAa
1 | ®opwmebl OusHeca - 10 32 42
2 | YpoBHU U cdhepsl yIpaBICHH - 10 32 42
3 | Opraau3anoHHbIE CTPYKTYPBI - 10 32 42
4 | MeHemKMEHT - 10 32 42
5 | JImaepcTBO M IUACPCKUE KaYeCTBa - 12 32 44
6 | [lonbop mepconana, peKpyTUHT - 12 32 44
7 | MapkeTusr - 12 30 42
8 | [IpoaBmkeHune OpeHaa Ha phIHKE - 10 30 40
9 | Buemissist TOproBis - 10 30 40
KoHTpoJb: 54
Hroro: 96 282 432
3aounas popma o0yueHnus (B yacax)
KonTakTHas padora CPC | Bceero
Ne | HaummenoBaHme TeM (pa3aeioB) 3anstust 3ansaTus
n/m AUCIHUTLTHHBI JIEKIMOHHO | CEMHHAPCKO
ro TUNA ro THNA
1 | ®opmbl Ou3HeEca 1 1 40 42
2 | YpoBHH H cdepbl yIpaBiIeHUs 1 1 42 44
3 | Opraau3anioHHbIE CTPYKTYPBI 2 1 44 47
4 | MeHemKMEHT 2 1 44 47
5 | JImaepcTBO M IUACPCKUE KaYeCTBa 1 1 44 46
6 | [loxbop mepconana, peKpyTUHT 1 1 44 46




7/ | Mapketusr 1 1 44 46

8 | [IponBmwxkenune OpeHa Ha pHIHKE 1 1 44 46

9 | Buemissist TOproBis 2 - 44 46
KoHncynbTanus 4 4
KouTtpoJnb: 18
Hroro: 12 8 390 | 432

6. IlepeyeHb yueOHO-METOAUYECKOTO 00eceYeHn s
AJISI CAMOCTOSITeIbHOM padoThI 00y4aroIuXcs M0 JUCHUILIHHE (MOAYJII0)

CaMocTosTensHast pa60Ta ABJISICTCA OJHHUM U3 OCHOBHBIX BHU0OB y‘IeGHOfI ACATCIIbHOCTH,
COCTaBHOM 4YacCThIO yueOHOTo Ipoliecca U UMEET CBOEH Leblo: TITyOOKoe YCBOGHHE MaTepuasa
AUCHUIINIMHBI, COBCPHICHCTBOBAHUC U 3aKPCIIJICHUC HABBIKOB CaMOCTOSITEIILHOU paGOTBI C
JUTEpPATypoil, PEKOMEHJOBAHHOW TMpernojiaBaTeleM, YMEHUE HaWTH HYXXHBIH MaTtepual u
CaMOCTOATCIIBHO €ro HUCIIOJIBb30BAaTh, BOCIIMTAHHE BBICOKOU TBOp‘IeCKOI\/'I AKTUBHOCTH,
WHUIMATUBBI, TMPHUBBIYKA K TOCTOSHHOMY COBEpPIICHCTBOBAHHMIO CBOMX 3HAHUM, K
LEJIEYCTPEMIIEHHOMY HAyYHOMY IIOHUCKY.

KonTtponb camocTosiTensHON padOThI, SBISETCS BAXXHOW COCTABISIONICH TEKYIIETO
KOHTPOJIA YCIICBACMOCTH, OCYILICCTBIIACTCSA MPCIIOAaBaTCIICM BO BPpEMS IMPAKTUICCKUX 3aHSTUU U
oOecrieunBaeT OIlEeHUBaHHUE X0J1a OCBOSHUS N3y4aeMOil TUCIUTUIHHBI.

Bo3moxkHbIE TEMBbI Ipe3eHTaAI U

The marketing strategy of a company (the 4P’s)

The promotional strategy of a company (promotional tools)
The greatest success of entering a foreign market

The greatest success on a domestic market

The greatest flop on a domestic market

The greatest flop on a foreign market

Keys to successful management (based on an example of a certain company)
Ways to win customers

Internet advertising and buzz marketing

10. Peculiarities of Public Relations

11. Ethics in Business

12. Entrepreneurial Skills

13. Headhunting: what does it take?

14. Tips to be successful at job interviews

15. What makes a great manager

16. Cultural stereotypes in business: Russia (any country)

17. Efficient ways to motivate staff

18. Effective methods of market research

19. Product life cycle

20. Your own idea

©CoNo~wWNE

TpeGoBanus K nmpe3eHTAIUA

1. 9-15 cnaiinos B PowerPoint
2. Tlnan mpe3eHTanuu:

— Bcerynnenue (moyemy BeIOpaHa JaHHAs TeMa Mpe3eHTaIuun) (2 ciaiiaa)
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AUCHUIITIMHBI ONIPCACIIAOTCA €€ COACPKAHUEM U OTPAKCHBI B CJIG,Z[YIOHleﬁ Ta6JII/II_[eZ

— OcHOBHAA YacTh

— 3axrodyeHue (BbIBOJIBI) (2 craiia)
3. Crmkep mpe3eHTyeT CBOIO TeMy (OTpaHUYEHUE TI0 BpEMEHH — 5-7 MUHYT) U OTBEYAET
Ha BOIMPOCH! YYACTHUKOB Ha aHTJIUHCKOM SI3bIKE.

PexoMeHaannu Mo NOArOTOBKE K NMpPe3eHTAlUuN

Oranbl paboThl HAJT TPE3CHTAIUEH

- IlpeaBaputenbHas IOCTaHOBKA MPOOJIEMBI WIIH BEIOOP TEMBI.

- BpigBmkenue 1 00CyXA€HHE TUIIOTE3 PEIICHUS] OCHOBHOM POOIEMBI, HCCIICIOBAHUE
KOTOPBIX MOXET CIIOCOOCTBOBATh €€ PEHICHUIO B paMKaX HAMEYCHHOW TeMaTHKH;

- Tlouck u c6op mMaTepuana Juisi penieH st IPOOJIEeMbI i PACKPBITHS TEMBI;

- OxoHuaTenbHast MOCTAHOBKA MTPOOJIEMBI HIIH BBIOOP TEMBI;

- [Tlouck perreHus WK pacKpBHITHE TEMbI HA OCHOBE aHAIN3a U KJIACCU(PHKAIIMN
coOpaHHOTO MaTepHaa,

- IlpeseHTanus u 3aniMTa NPOSKTOB, MPEANONATaoNas KOJUICKTUBHOE 00CYK/ICHHE.

[Ipe3enTanus MOKHA COACPIKATh TAKHE JIEMEHTHI KakK:

- OTJIABIICHUE;

- 1aTy MOCJEIHEN PEBU3NH;
- nHpopManuio 00 aBTOpax;
- CIIMCOK TIOJIE3HBIX KAYECTBEHHBIX CCBUIOK C IMOJIPOOHBIM X OMUCAHUEM

Pacnpenesienne caMoCTOSITEJIbHOH PadOThHI

Bunpl, popmbl 1 00BEMBI CaMOCTOSATENBHONH PabOThI CTYACHTOB MPH U3YUYEHUU JTaHHOM

MOATOTOBKA JOKJIA0B

Ne | HammeHoBaHMe TeM Bun O0bem caMoCTOSITETIbHOM PadoThI
n/n (pa3nenoB) CaMOCTOSITEJIbHOM OYHas OYHO- 3a04Hast
AUCIHUTITHHBI padoTsl dbopma 3a09Has dopma
o0yJeHus dbopma oOydeHus
o0y4deHus
1 ®dopmbl Ou3HEca IToxroroska k
ayJIUTOPHBIM 3aHATHM, 20 32 42
MOJIFOTOBKA JIOKJIAJI0B
2 | YpoBuu u chepsl [ToaroroBka k
yIpaBJICHUS ayIUTOPHBIM 3aHATHUSIM, 20 32 44
MOJITOTOBKA JJOKJIAJIOB
3 OpranuzanoHHbIE ITonroroBka K
CTPYKTYpbI ayJIUTOPHBIM 3aHATHM, 20 32 47
MOJIFOTOBKA JJOKJIAJI0B
4 | MeHemKMEHT [Tonroroska k
ayIUTOPHBIM 3aHATHUSIM, 18 32 47
MOJITOTOBKA JJOKJIAJIOB
5 | JlunepctBo u [Tonroroska k
JTUJEPCKHE KauecTBa ayIUTOPHBIM 3aHATHUSIM, 18 32 46
MOJITOTOBKA JIOKJIAJIOB
6 [Ton6op nepconana, IToxroroska k
PEKPYTHUHT ayJIUTOPHBIM 3aHATHM, 18 32 46
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MapkeTuHr IToaroroBka x
ayIUTOPHBIM 3aHATHUSIM, 18 30 46
MOJITOTOBKA JJOKJIAJIOB
[Iponsmxenue 6penna | [loaroroska k
Ha pbIHKE ayJIUTOPHBIM 3aHATHM, 18 30 46
MOJIFOTOBKA JJOKJIAJI0B
9 | BHemHss TOProBis ITogroroska k
ayIUTOPHBIM 3aHATHUSIM, 18 30 46
MOJITOTOBKA JIOKJIAJIOB
UTOrO: 210 282 390

7. OneHO4YHBIEC MaTePHAIBI VIS TEKYIEero KOHTPOJIsl YCIIeBAeMOCTH U NPOBeIeHUS
NMPOMEKYTOYHOM aTTeCTANMHU 00y4ar0IMXCS N0 JUCHHUILIHHE (MOIYJII0)

7.1. OueHOYHbIe MATEPHAJIBI JISl TEKYLIEr0 KOHTPOJISI yCIIeBAeMOCTH
Tekymuii KOHTPOJIb yCIEBAEMOCTH IO JWCIHUIUIMHE «AHIJUWCKUNA  SA3BIK  JJISI
npoeCCHOHATBHOTO OOIIEHUs» NPOBOAUTCA B (OpME KOHTPOJIBHBIX IE€PEBOJOB, TECTOB,
JINAJIOTOB, MOJTOTOBKH MPE3CHTAINI, WHINBUIYATbHBIX OTBETOB Ha BOIPOCHI, YCTHOTO OIpOCa,
MMCHBMEHHBIX 3aaHUI U T.1I.

Tema 1: Forms of business activities

1. OTBETHhTE NUCHbMEHHO Ha CIASAYIONINE BOIPOCHI:

What is the difference between a sole proprietorship and a partnership? (analyze the formation,
control, liability for debts, advantages and disadvantages).

1.What are most people’s main personal assets?

2.How can a sole trader get the capital to set up a business?

3.Why do we say that proprietorship is the simplest form of business organization?

4.Do you agree that a proprietorship can go out of business as easily as it goes in?

5.1s forming a partnership as easy as forming a sole proprietorship? Why (not)?

6.Are these two forms of business organization subject to public report? What authorities must
have access to the books of a partnership?

7.What are the advantages of a sole proprietorship in comparison with a partnership?

8.What are the advantages of a partnership in comparison with a sole proprietorship?

9.What are common disadvantages of these two forms of business organization? How was the
problem of unlimited liability solved in a partnership in 19077

10.What are the advantages and disadvantages of being a sleeping(silent) partner?

11.1f you were to choose between a sole proprietorship and a partnership, which form would you
choose and why?

2. HGDGBGI[I/ITC YCTHO CJCAYIOINNEC BBIPAXKCHU !

NuauBuayanbHbli NPEIIPUHUMATED —

MHUHUMYM IOPUANYECKUX OrPAaHUYEHUM-

MHWHUMAJIBHLBIC paCXOJbl HA CO3JJaHUC 6I/I3H€C3.'

BECTU OyXTaJTepCKUE JOKYMEHTBI, OTPAXKAIOIINE PE3YJIbTATHI JEIOBBIX OlepaIiuii-

HE MO/JIeKATh MyOIMYHONW OTYETHOCTHU-

HC UMCTH IMPCUMYIIICCTBA OFpaHquHHOﬁ OTBETCTBEHHOCTH -

OTBCYATH 3a JOJII'M CBOUM UMYIICCTBOM-

pactmpsTh OM3HEC 3a CYET PEMHBECTUPOBAHUS TTPHUOBLIH -

YBEIIUYUTH KAIIUTAJI IIyTEM BBIITYCKA AKLUN -

10. oTcyTCcTBHE TPEEMCTBEHHOCTHU-

11. ucbITHIBAaTh TPYAHOCTH B YBEIHMUEHUH (IIPUBJICUCHUH) KanUTajia -

12. nepenaBatp OuszHeC-

©COoONO~WNE
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13. momaBath UCK B Cy/1 B ClTydae pa3HOTJIACHSI-

14. puHaHCOBast HECOCTOATEIBHOCTb-

15. HecTH rpy3 OTBETCTBEHHOCTH B OJIMHOYKY —

16. umeThb pa3pymuTeNbHbIE TOCIEACTBUS A1 Ou3Heca —

3.HO,Z[I‘OTOBBT€ IIPE3CHTAIINIO O MIPECUMYIICCTBAX I/IH, BKJIIOYHWB CJICAYIOIINEC aCIICKThI:
Consider limited liability, its ability to raise capital, control of the company, continuity,
public reports.

4. OTBeThTE MUCHMEHHO Ha CJICYIOIINE BOMIPOCHI:

What is the difference between a private and public limited company? (analyze the formation,
control, liability for debts, advantages and disadvantages).

1.What is a corporation? What two forms of a corporation are there?

2.What papers must the promoters of limited companies present to the Registrar of Companies?
3.What kind of shares do you know? Are all shareholders guaranteed dividends at the end of the
year?

4.What are the main advantages of a limited company (be it private or public)?

5.Why do most writers on small business advise getting professional help from lawyers and
accountants when a person starts a private limited company?

6. What can you say about transfer of ownership in a private limited company and in a public
limited company?

7.Do the shareholders lose their personal assets if a private limited company goes bankrupt?
8.What are the advantages of a public limited company in comparison with a private limited
company?

9.What are the advantages of a private limited company in comparison with a public limited
company?

10.Dwell on the process of going public. Why is IPO an expensive thing to do??

11.What can make a business operating as a public limited company exit the stock market?

5. HOI[FOTOBBTC JOKJIaZl O HEAOCTAaTKaX 3aKPBITOI'O aKIIMOHEPHOI'O O6I_HCCTBa, YIIOMAHUTEC
CJICAVIOIINC aCIICKTEI:

Emphasise its necessity to share profits, complexity of setting up a company, its ability to raise
capital, limited transfer of shares, public reports.

Tema 2: Levels and areas of management

1. JIOMOJHHUTES CACAYIOIIHN TSKCT I'JIaroJIaMH IO CMBICIY:

appointed attacked combined defined constituted reviewed supervised
supported

Large British companies generally have a chairman of the board of directors who
oversees operations, and a managing director (MD) who is responsible for the day-
to-day running of the company. In smaller companies, the roles of chairman and
managing director are usually Q) .................... Americans tend to use the
term president rather than chairman, and chief executive officer (CEO) instead
of managing director. The CEO or MD is (2) ............. by various executive
officersor vice-presidents, each with clearly (3) .................. authority and
responsibility (production, marketing, finance, personnel, and so on).

Top managers are (4) .cooevvvvninnnn... (and sometimes dismissed) by a
company's board of directors. They are (5)..................... and advised and
have their decisions and performance (6) .........ccccevcvvivervenennn. by the board. The
directors of private companies were traditionally major shareholders, but this does
not apply to large public companies with wide share ownership. Such
companies should have boards (7) .. of experienced




people of integrity and with a record of performance in a related business and a
willingness to work to make the company successful. In reality, however,
companies often appoint people with connections that will impress the financial
and political milieu. Yet a board that does not demand high performance
and remove inadequate executives will probably eventually find itself (8)
............ and displaced by raiders.

2. OTBeThTE NUCHLMEHHO HA CIICAVIOIINE BOIIPOCHI.

1.What are the levels of management?

2.What are the common titles associated with top management?

3.What are the responsibilities of a top manager?

4.\What are the common titles associated with middle management?

5.What are the middle managers responsible for?

6.What are the common titles associated with first-line management?

7.Why is the position of a first-line manager an important one especially in a company
involved in manufacturing business?

8.Who is at the bottom (amxuss gacts) of the management levels?

9.Howv is their work rewarded?

10.What are the most common areas of management?

11.What is a financial manager responsible for?

12.What is an operations manager traditionally equated with and what are the changes
in recent years?

13.What is a marketing manager responsible for?

14.What are the main functions of a personnel manager?

15.What does an administrative manager coordinate?

3. HGDGBGI[I/ITC CJICAVIONINEC TPCAJIOKCHNUA, NCIIOJIb3YS AKTUBHBIN CJIOBAPh 11O TEMCE:
1.CymiecTByeT TpH OCHOBHBIX YPOBHSI yIIpaBJeHUs (MEHEI)KMEHTA): BBICIIHMN
MCHCIKMCHT, MCHCIKMCHT cpeaHero 3BCHA 1 MCHCII?KMCHT IICPBOI'O 3BCHA.
2.Beiciiie MEHEIDKEphI HAIPaBISIIOT W KOHTPOJIUPYIOT — OOIIYyIO JEATEIILHOCTH
OpraHM3allii, OHH OIPEACISIIOT CTPATETHi0 U OCHOBHYIO IOJIUTHUKY (DUPMBI.
3.BriciiimmMu MEHEKEepaMy OpraHu3alliuy SIBIISTFOTCS (are) mpe3nuIeHT, BUIle-TIPE3UICHT,
TJIaBHBIA UCTIOJHUTEJIBHBIN TUPEKTOP U YIECHBI COBETA IUPEKTOPOB (IIPABJICHUS).

4. MeHeKkep CpEeIHEro 3BeHa pealm3yeT (OCYIIECTBIISICT) CTPATerui0 M OCHOBHYIO
IOJINTUKY, CITYCKAacMbIC C BCPXHETO YPOBHA OpraHHU3allvuu.

5.CpeaHuMHU MEHEIKEpaMH OpraHU3aluU SIBISIIOTCS PYKOBOJIUTEIb MTOJIPa3ACICHUS,
HavYaJbHUK OTACIAa, JUPCKTOP 3aBOJla U JUPCKTOP MMPOU3BOACTBA.

6.MeHemxep MepBOro 3B€Ha CICAUT 3a JICSITEIbHOCTHIO HEYIPABICHUYECKUX CITYKaIUuX
U KOOPpAUHUPYET €€.

7.MenemxepaMu NEPBOIO  3BEHA SBJSIIOTCS  HWHCIEKTOpP, MAacCTep, pyKOBOJUTEIb
oTAena, pyKOBOAUTEND IIPOEKTA.

8.MeHekepsl MEpBOro 3BEHAa paboTalT ¢ HEYNpPaBICHYECCKUMH paOOTHHUKAMU U
peIIarOT IMOBCCIHCBHBIC HpO6JICMI>I.

9.HeynpaBneHnueckue paOOTHHUKHA TMPEACTABISIOT OCHOBHYIO pado4yio CHITY

OpraHu3aIH.
10.CambivMu OOBIYHBIMH chepamu YIIpaBICHUS SIBJISTEFOTCSI (puHaHCHI,
IIPON3BOJICTBEHHBIE orepanmu, MapKETHHT, JIFOICKHE pecypcel U
aJIMUHUCTPUPOBAHUE.

11.3aBenyromuii ¢unancamu (finance manager) npexae BCETO
OoTBeYaeT 3a (UHAHCOBBIC PECYPChl OPraHU3aIlHH,

12 TpanuimoHHO JTIUPEKTOP npousBojacTBa  (Operations manager)

accoruupyetcs (is equated) ¢ mpouU3BOACTBOM TOBApOB.
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13.0OqHako B MOCJIETHUE TOJbI yIIpaBJICHUE MPOU3BOJICTBOM
OTHOCHUTCS K MPOU3BOJCTBY TOBAPOB U YCIYT.

14. Y paBasrommii MapKETHHTOM (marketing manager) OTBETCTBCHECH
3a 0o0OMeH TmpoAyKIMeH MexXIy OopraHuzanueiddi ©u €€  MOCTOSHHBIMH
nokymnareasiMu (CUStOMErs) i KJIIMeHTaMHM.

15.Yupasasrommii JTIOJICKUMH pecypcamMu 3aHUMAETCs (charges in)
HariMOM, OOYYCHHUEM U OIICHKOM JICITEIbHOCTA PAOOTHHUKOB.
16.A nMUHUCTpPaTUBHBII PYKOBOIUTEID OCYILECTBIISIET olriee

aJMUHUCTPATUBHOE PYKOBOJACTBO W OH HE CBsI3aH C KakKOW-ImbOo
KOHKPETHOU (PYyHKIIMOHAIBLHOM cepoil.
4. 3anonHuTe MPOOEIBI MOAXO MMM CIIOBOM HJIM CIIOBOCOYETAHUEM.

1.Each organization can be represented as a three-story structure or . e
2.There are three general levels of management: top managers, managers and .......................

managers.
KIANS (o] o 0 =TT o -] (O and ................................ the overall functions of
the organization.
4Top managers also ... the firm's strategy and define its
0T o ]
5. A middle manager ................. the strategy and major polices handed down from the
top level of the organization.
6.Middle managers..........ccccceevrrennnnne tactical plans, policies, and standard
operating procedures.
7. They also coordinate and supervise the............., of first-line
managers.
8. A first-line manager is a manager Who .........cccceeevviieineniennn and supervises the
activities of operating employees.
9. First-line managers spend most of their time working with .................. answering
guestions, and . day-to-day problems.

1. Operatlng employees are ..o and non-qualified persons

working for the organization, they represent the work force of the
organization.

Tema 3: Organizational structures

1. JlomoIHUTE NPEAJIOKEHHS CIIOBAMU M3 aKTUBHOTO BOKaGVJISIDaI

1.According to Theory X, employers have to threaten workers because ...

2.According to Theory Y, employers should give their workers responsibilities because ...
3.Maslow criticized Theory Y because ...

4.Maslow argued that even though they might want to be given responsibilities at work ...
5.Herzberg suggested that good labour relations and working conditions ....

6.According to Herzberg, the kind of things that motivate ....

7.The theory of job enrichment states that ...

8.Management by objectives means ...

2. [TucbMeHHO TPOKOMMEHTUPYHITE CICAYIONINE YTBEPKICHHUS:

1.An effective organizational structure is not an easy managerial task.

2.Sometimes a hierarchical structure turns out to be a bureaucratic set-up.

3.Double subordination/reporting to several people in the matrix organizational structure often
leads to confusion.
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4.Healthy competition between divisions could improve the overall performance of the
organization.

5.Local managers often conflict with senior management as they see their authority being
undermined.

6.In an organization by function departments pursue their own objectives rather than those of the
whole company.

7.The matrix is essentially a temporary structure established as a means of carrying out a particular
task.

8.Duplication of functions in different departments is not cost effective.

9.Restructuringis one of the most traumatic and difficult things a business can do.

10.Some levels of management are not necessary.

3. IlpoynTaiiTe TEKCT U MUCbMEHHO OTBETHTE Ha BOIPOCHI:

1. What qualities of high performers are mentioned in the article?
2. What are the problems of losing high performers?

3. Which motivating factors are mentioned in the article?

MOTIVATING HIGH-CALIBRE STAFF
By Michael Douglas

An organization’s capacity to identify, attract and retain high-quality, high-performing
people who can develop winning strategies has become decisive in ensuring competitive
advantages.

High performers are easier to define than to find. They are people with apparently limitless
energy and enthusiasm, qualities that shine through even on their bad days. They are full of ideas
and get thing done quickly and effectively. They inspire others not just by pop talks but also
through the sheer force of their example. Such people can push their organizations to greater and
greater heights.

The problem is that people of this quality are very attractive to rival companies and are
likely to be headhunted. The financial impact of such people leaving is great and includes the costs
of expensive training and lost productivity and inspiration.

However, not all high performers are stolen, some are lost. High performers generally leave
because organizations do not know how to keep them. Too many employers are blind or indifferent
to the agenda of would be high performers especially those who are young.

Organizations should consider how such people are likely to regard important motivating
factors.

Money remains an important motivator but organizations should not imagine that it is the
only one that matters. In practice, high performers tend to take for granted that they will get a good
financial package. They seek motivation from other sources.

Empowerment is a particularly important motivating force for new talent. A high performer
will seek to feel that he or she ‘owns’ a project in a creative sense. Wise employers offer this
opportunity.

The challenge of the job is another essential motivator for high performers. Such people
easily become demotivated if they sense that their organization has little or no real sense of where
it is going.

A platform for self-development should be provided. High performers are very keen to
develop their skills and their curriculum vitae. Offering time for regeneration is another crucial
way for organizations to retain high performers. Work needs to be varied and time should be
available for creative thinking and mastering new skills. The provision of a coach or mentor signals
that the organization has a commitment to fast-tracking an individual’s development.
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Individuals do well in an environment where they can depend on good administrative
support. They will not want to feel that the success they are winning for the organization is lost
because of the inefficiency of others or by weaknesses in support areas.

Above all, high performers — especially if they are young — want to feel that the
organization they work for regards them as special. If they find that it is not interested in them as
people but only as high-performing commodities, it will hardly be surprising if their loyalty is
minimal. On the other hand, if an organization does invest in its people, it is much more likely
to win loyalty from them and to create a community of talent and high performance that will worry
competitors.

Tema 4: Management

1. OTBETETE NUCEMEHHO HA CJIEIYIONNE BOOPOCHL:

1. What is management? Is it an art or a science? An instinct or a set of skills and techniques
that can be taught or is it a mixture of innate qualities and learnable skills?

2. Do you know these business leaders: Jack Welch, Steve Jobs, Carlos Ghosn? What do you
know about them? Which business leaders do you admire for their managerial skills? What
are these skills?

3. What do you think makes a good manager? Which four of the following qualities do you
think are the most important for a manager?

— Being decisive: able to make quick decisions

— Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk
and so on

— Being friendly and sociable

— Being able to communicate with people

— Being logical, rational, analytical

— Being able to motivate, inspire and lead people

— Being authoritative: able to give orders

— Being competent: knowing one’s job perfectly, as well as the work of one’s subordinates

— Being persuasive: able to convince people to do things

— Having innovative ideas
Are there any qualities that you think should be added to this list? (being responsible,
diplomatic...)

4. Which of these qualities can be acquired? Which must you be born with?

2. TloxbGepure K BeIpakeHUSIM 13 epBoro croyionka (1 — 10) cooTBETCTBYIOMINE OIPENEIIEHUS

(a—-j:

1. account manager a. a manager involved with business activities of a

company, especially dealing with customers,

rather than with other activities

2. assistant manager b. a manager who is directly in charge of producing

goods or providing services, and who works most

closely with ordinary employees

3. branch manager c. someone who helps another manager, does their
work when they are not there, etc

4. brand manager d. a manager who is in charge of a particular
factory
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5. commercial manager e. an investment manager with a group of different

types of investments, who tries to balance

the risks and profits of each in relation to the rest

6. floor manager f. someone who deals with a particular client or

group of clients, especially in a bank

7. fund manager g. someone whose job is to manage a department

or floor in a large store

8. line manager h. someone in charge of a particular branch of
a bank, shop in a chain of shops
9. plant manager i. someone in a company responsible for developing
and selling one particular brand of product
10. portfolio manager J. someone whose job is to manage a particular type

of investment for a financial institution or its clients

Buecute csou OTBeTBIBTa6JIHHy.
[1]2[3]4]5[6]7[8]9]10]

3. IlpounTaiiTe M YCTHO IIEPEBEINTE HA PYCCKUU S3BIK BeCh TeKCT. Halanrte B TEKCTE
CIIEVIOIIME CJIOBA M BEIpaKeHUs. BHECUTE CBOM OTBETHI B TA0IHUILY:

POU3BOUTEIND
OBITH OTBETCTBEHHBIM 32
JOJIKHOCTh

BBITYCKHHUK

CTHJIb PYKOBOJICTBA

CaMOCTOATCIIbHOCTD

OTBECTCTBCHHOCTH
Pegasus Footwear was an international manufacturer, well known throughout the world for its
product design. Products were designed at company headquarters in the United States, and
Pegasus used an extensive system of contract manufacturing to produce a variety of mostly athletic
shoes sold throughout the world.

Charles Clark, or C.C., was the regional manager in charge of Pegasus operations in Southeast
Asia. Clark, a British citizen, was responsible for manufacturing and marketing in the entire
region. C.C. had been with Pegasus for 10 years and was recently promoted to his present position.
The position was seen as a very important one, since most of the contract manufacturing for
Pegasus occurred in this region of the world. C.C. was a graduate of Oxford University and began
work at corporate headquarters in Los Angeles shortly after receiving his M.B.A. from Stanford.
His management style was often described as visionary; however, some of the local managers felt
that C.C. possessed a somewhat condescending attitude toward employees from less-developed
countries.

C.C. and his team in Southeast Asia were considered very successful by top management back at
corporate headquarters. As a result, C.C. earned an unusual degree of autonomy for his group.
C.C. oversaw the manufacturing operations in the region (which employed over 1,000 people) and
was primarily responsible for the marketing of products that were manufactured in the region.
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Most of the products, however, were sold in the United States and Europe, and responsibility for
marketing in these regions was held by the respective regional managers. All product design was
created in the Los Angeles office.

4. Tpocaymaitre Teker «A University Degree»

Ceutka s npocayimBanust: http://www.esl-lab.com/universitydegree/universitydegreerdl.htm

|. BoiOepuTe npaBUIbHBIN BADHAHT 0TBeTa. BHecuTe cBOM O0TBeThHI B Ta0/IMIy.
1. What will happen if the woman doesn't pay her tuition by the due date?

© A she'll have to pay a significant late fee.
© B.Shel be required to register again for school.

> C. She'll need to wait a semester to take classes.

2. What is the woman planning to take with her to school from home?

C A. some food

© B.warm clothing

© C.her game system
3. Based on her major, where will she most likely work?
© A atabank

B. for a school

I

© C.inanational park

4. The father suggests a specific major based on the possibility of

“ A earning a decent living
© B, traveling to different countries
© c moving up in the company

5. The man is surprised by the fact that his daughter
-~

A. already has a part-time job at schoo
© B.hasearned a scholarship for the first year
" C.isinvolved in a serious relationship

|1 [ 2 13 1 4 E

Tema 5: Leadership

1. OTBETETE NUCEMEHHO HA CJIEIYIONINE BOOPOCHL:

1.How do we choose a job?

2.What factors affect our choice?

3.What functions does our job perform in our lives?

4.What are the main stages in a person’s career?

5.What two questions should a young person ask himself before taking a job?
6.What should a person know before planning a career?
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7.When can people explore their abilities?

8.What did you want to be when you were a child?

9.Have you had any part-time jobs?

10.What jobs did you eliminate before making your choice?

11.What are the six categories of people according to their occupational orientation ?
12.Describe each of these categories: personality orientations and the types of jobs.
13.What type of people do you belong to?

14.What are you good at?

15.Did you think about your personality orientations when choosing your profession?
16.What do you want to be?

17.When did you make your choice?

18.Has anybody influenced your choice?

19.Why do you want to become an economist?

20.What qualities must you possess to become an economist?

21.What subjects are you interested in?

22.What are your special interests including hobbies and leisure activities?
23.Where are you going to work after graduating from the Institute?

24 What professions will have good job opportunities in future?

25.Do you want to become self-employed?

26.Do you regard languages as a bonus?

27.In what careers can languages be a tremendous advantage?

28.How can you use English in your future job?

29.«What you do is more important than who you are». Do you agree with these words?

2.3anoIHATE CICAVIONINE IPESAI0KCHUS CIOBaMH 13 TaOJIMIIBL:

achieved board of directors communicate innovations manageable performance
resources setting supervise

1.Managers have to decide how best to allocate the human, physical and capital .....................
available to them.
2.Managers — logically — have to make sure that the jobs and tasks given to their subordinates are

3.Thereisnopointin .................cceeveenn... ... Objectives if you don’t ..o,
them to your staff.
4.Managers have to .......cocoovvii i, their subordinates, and to measure, and try to

improve, their .........ccovevvii i,

5.Managers have to check whether objectlves and targetsare being ..o,
6.A top manager whose performance is unsatisfactory can be dismissed by the company S
7.Top managers are responSIbIe forthe ......ooooi i that will allow a company
to adapt to a changing world.

3. HCDGBCI[I/ITC TEKCT, UCITOJIB3YS CJICAYIOIUE CJIOBOCOUYECTAHUS U d)DaSI)IZ

To set objectives, to set short-term goals, some skills are learnable, some abilities are innate, to
have innovative ideas, to have a clear vision of where the company is going to move forward, to
be a good strategist, to formulate clear ambitions, but achievable goals, to communicate objectives
to smb, to attain objectives, to encourage, motivate and inspire, to get the best out of employees,
to measure the performance, to show recognition, to learn from mistakes, to benefit from mistakes,
to acquire new skills
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Urto Takoe xopouuit MmeHexep? OIHU MOJararT, YTO XOPOIIUH MEHEIKEP — ATO CTPATET, IPYyTHE
CUUTAIOT, YTO XOPOILIMA MEHEKEP — ITO YEJOBEK, CIOCOOHBIM MBICIUTh KpeaTHBHO (@ creative
thinker with lots of...), umeromuii MHOKeCTBO MHHOBAIMOHHBIX M/IEH, TPETHU TyMAlOT, YTO
XOpOILIMH MEHEIDKEP — ITO JIMJEP, CMOCOOHBINH BIOXHOBJISATHL U BecTH 3a co0oii. HasepHoe,
XOPOIINI MEHEKEP ATO U MBICJIMTEIb, U JIUJEP, U CTpaTer, U HacTaBHUK (& mentor). HekoTopsie
HABBIKM MOKHO NPHOOPECTH, HO €CTh Ka4eCTBA, ¢ KOTOPbIMHU HYKHO POAUTHLCS, YTOOBI CTaTh
XOPOIIMM MEHEKEPOM. XOPOIIHi MEeHeKep xapu3MaTtuueH (charismatic), quramuden (driven),
OH B/IOXHOBJISIET, MOTHBHPYET, MOOMIPSIET, OH ONTHMUCT, OH YBIJIEYEH CBOeii paboToii to be
engaged by what he does), on aro6uT ro€i, Tak Kak paboTa MeHeKepa 1 cocTouT B ToM (being
a manager means...) 4ToObl yIpaBIATh JIOIbMH.

Menemxkep omnpeaessieT CTPATerul0, CTABUT LeJdM W 3adauyM. XOpOIIUM MEHEKEp Bceraa
CTaBUT BBINIOJIHUMBIC LICJIM U 3aJJaYHU. MCHC,Z[)Kep BCCrga BUAMUT HACTOAIICC, HO XOpOH_II/Iﬁ
MEHEJIKEP, CTABA KPAaTKOCPOUYHbIE LeJIU, BCETJIa OPUCHTUPOBAH Ha OyyIiee, Ha MePCIEKTHUBY.
XOpOH_II/Iﬁ MCEHC/IKED Y€TKO BUAUT, B KAKOM HAalpaBJCHHUH ABUKETCH KOMIIAaHUA.

MeHemxep TOBOAMT LM U 32Ja4M 10 CBeleHHsI MOAYMHEHHBIX, XOPOIIU MEHEIHKEP YeTKO
(opmynupys 3axaum, 0OBICHSET, IOYEMY OH CTABUT ITH 3a1a4M.

Menemxep opraausyeTr pabouyuil mporecc, onpeaessas Kakyo padoTy U KTO U3 MOJYMHEHHBIX €€
BBITIOJIHSICT. XOPOIIMH MEHEKep He TNpocTo pacmpenenser ponu (to assign roles and
responsibilities), o 3maer, kro Ha uro cmocoben (What each employee is capable of). Kro-to
xopomo padotaer B aBpaibHOM pexxkume (1o work under pressure of deadlines), kTo-to xopomio
BeimostHseT ( t0 be good at...) ananuTndeckyio paboTy. Xopomiuii MCHeKEP BUANT MOTEHIIHAI
KaXJI0T0 COTPYJHHKA, U TIOHUMAET, KaKyto paboTy OH BBIIIOJHHT JIy4Ile, TPOAYKTUBHEE.
MeHemkep CTaBUT 3a/1a494, U CJIEUT 32 MX BbINOJHEHHEM. XOPOILIUi MEHEIHKEP BAOXHOBJISIET
U MOTHMBHMPYET NOTYMHEHHBIX, [TOOMIPSS BHIOJIHUTH PA0OTy KaK MOXKHO JIydllle, BLITACKHBast
U3 KaKI0r0 COTPYAHUKA MAKCUMYM TOI'0, HO YTO OH CIOCOOEH.

MeHemKep OlleHUBaeT paboTy MOIYMHEHHBIX, XOPOLIHH MeHeKep... (JO oNn)

4. ITpounTaiiTe TEKCT O JIUJIEPCKUX KAUYECTBAX U BHITOJIHUTE 3a1aHUS [TOCIIE TECTa:

Leadership is needed at all levels in an organization. It is likely, however, that the
leadership qualities required by a supervisor or manager are not the same as those required by the
chief executive of a company. It is, therefore, difficult to define leadership satisfactorily.

A typical definition is that the leader “provides direction and influences others to achieve
common goals.” This is true in the case of supervisors and managers, but is it a good definition of
the leader of an organization? A chief executive must indeed give “direction’ but he must do much
more than that. He has to create ‘a sense of excitement’ in the organization, and convince staff that
he knows where the business is going. In addition he must be a focus for their aspirations. As Peter
Drucker, the American writer, says, ‘Leadership is the lifting of a man’s vision to higher sights,
the raising of a man’s performance to a higher standard, the building of a man’s personality
beyond its normal limitations.’

An important analysis of leadership has been made by Fred Fielder, Professor of
Psychology and Management at the University of Washington. For over twenty years, he has
carried out research into effective leadership in a number of organizations — businesses,
government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.

Task-motivated leaders ‘“tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight ship’,
give clear orders and expect clear directives from their superiors. This does not mean that they
show no concern for other people. But their priority is getting the job done.

Relationship-motivated leaders are more people-oriented. They get their satisfaction from
having a good relationship with other workers. They want to be admired and liked by their
subordinates. Such leaders will share responsibility with group members by encouraging
subordinates to participate in decisions and make suggestions.
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Throughout his work, Fred Fiedler emphasized that both styles of leadership could be
effective in appropriate situations. There was no best style for all situations. Effective leadership
depended on matching the leader to the task and the situation.

In a book called The Winning Streak, the authors studied leadership in some top British
companies. The managers of those companies believed that effective leadership was a crucial
factor in their organizations’ success.

The authors were able to identify some characteristics of the chairmen and chief executives
of the companies, which made them good leaders: firstly, the leaders were visible’. They did not
hide away in some ivory tower at Head Office. Instead, they made regular visits to plants and sites,
toured round their companies and talked to employees. Leaders made their presence felt. There are
some fascinating examples of this practice. Sir Hector Laing, Chairman of United Biscuits, travels
around his company with a jug of orange juice. He uses this to show employees how the company
profits are divided up between employees, reinvestment, dividends, tax etc. Lord Sieff, Chairman
of Marks and Spencer until 1984, kept close contact with his staff. Once, when there had been
heavy snowfalls, he drove from London to Chatham — a long way — from just to thank sales
assistants for turning up in spite of the weather. Lord Sieff had the habit of making telephone calls
every Saturday, at about 5 p.m. to a few stores, chosen at random. He wanted to know how the
day’s trading had gone. No doubt, by doing this, he kept the staff on their toes. And he showed
them that the Chairman had not forgotten them!

Another example of being “visible’ is provided by Brian Nelson, group Managing Director
of Bulmer, the cider-making firm. Every six months, he goes out in a lorry which delivers cider,
and works as the lorry driver’s mate. This gives him the opportunity to learn about the delivery
service, and to talk frankly to employees about problems.

Besides being visible, the leaders of these top companies provided a ‘clear mission’. In
other words, they knew where the organization was going and persuaded staff to follow them.
Sometimes, they spelled out the mission in a written statement. For example, Saatchi and Saatchi,
the advertising group, include a statement of their principles in all annual reports. The statement
says that Saatchi and Saatchi must be “sharp in the definition of their long-term objectives.” And
the documents also cover matters like employees, clients, creativity, market position and
profitability.

Finally, successful organizations have clear values. And it is the job of the leader to show
what they are. As Douglas Strachan, Managing Director of Allied Lyons Beer Divisions, says,
“You have to keep telling people your values. If you repeat it often enough, it does go down the
line.” Thus, the leader is not only someone who ‘lifts aman’. He/She must also protect and promote
the organization’s values.

Understanding the main points:

1. Complete the following sentences:

1. According to Fiedler the most important aim of a task-motivated leader is ...........

2. On the other hand, a relationship-motivated leader’s main concern is ...

3. Fiedler does not think that one style of leadership is necessarily better than the other because
2. The authors of The Winning Streak have identified the main characteristics of the leadership
styles of effective company chairmen and chief executives.

According to the article what are the three qualities characterizing a good leader:

3. Add three others you find essential:

1.

2.

Over to you: Do you think there is a difference between a manager and a leader
Tema 6: Recruitment
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1. BcraBbTe c10Ba M3 TAOIHIIEI B OPCAITOKCHUSA HUXKC!

Applicants, candidate, career, employment agencies, headhunt, headhunters, headhunting, hire
(n), hire(v), hiring, qualities, recruit, recruiters, recruitment, recruitment agencies

The process of finding people for particular jobs is 1 or, especially in
American English, 2 . Someone who has been recruited is a

3 or, in American English, a 4 . A company may
recruit employees directly or use outside 5 , 6

or7 . Outside specialists called 8

may be called on to 9 people for very important jobs, persuading

them to leave the organizations they already work for. This process is called
10

Headhunters, or executive search firms, specialize in finding the right person for the right job.

When a company wishes to 11 a person for an important position, it may use
the services of such a firm, specifying the skills and 12 which it requires
of the future employee. The headhunter contacts executives with the right 13

profile, and provides the company with a shortlist of suitable 14 . In this

way, the employer does not have to go through the preliminary stages of interviewing and selecting
15 itself,

2. OTBETHTE YCTHO HAa THIHYHEIC BOIIPOCKI CO6CCCI[OB3HI/I$I IIpH IIPpUEMC Ha Da6OTVI

Career knowledge/ motivation

What are your long-range goals?

Where do you see yourself in five years’ time?

What would you like to be doing ten years from now?

Why do you think you would make a good ...?

What qualities/skills do you have which you consider make you suitable for ...?
You don’t have much experience, do you?

Tell me about any relevant work experience you have had.

What work experience do you have of that kind of business?

What excites you about the job you are doing now?

How would you rate your present boss?

How well do you get on with your boss?

Why do you want to leave your present job?

Which other jobs/companies have you applied for?

We have a lot of applicants for this job, why should we give the job to you?
What do you expect to get from our company?

What salary do you expect?

What would make you happy with this job?

What things about this job do you think would be difficult for you?

Self Knowledge

Tell about yourself.

What are your strengths?

What are your weaknesses?

What do you consider to be your greatest achievement?
What are you most proud of having done recently?
How would you describe yourself?
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Are you a team player? (Do you prefer to work with others or by yourself?)
Do you consider yourself to be a leader or a follower?
Do you have trouble delegating?

Personality
How tough are you? If the going gets rough will you stick it out?

Are you a self-starter? Do you motivate yourself, or do you need others to give you the ideas or
example?

Are you prepared to take decisions, especially hard ones? And not blame others if you get it
wrong?

Did you take responsibility, last time you made a mistake, or is it always someone else’s fault?
Are you good at organizing yourself or other people?

Do you believe in yourself, and have confidence in your own abilities and decisions?

Are you experienced in managing your own time and money, or that of other people?

Health

How good are you at coping with stress and strain?

Can you work long hours without collapsing in a heap?

What hours are you available for work?

Would you do overtime work if necessary?

Can you survive without holidays, and losing your weekends, if the business needs your time?
How many times have you been ill in the last few years? Are those problems going to recur/
What would your doctor say about you taking on your own business?

Dealing with other people

How well do you get on with other people socially? Do you have many friends and contacts?
How well do you get on with others at work? Are you a good leader at work, on the sports field,
at the local youth club, anywhere?

Are you good at taking advice from others?

Are you the sort of person people rely on, or do you tend to rely on others?

Knowledge of Company

What do you know about our business?
Why have you decided to apply to us?
Who do you see as our major competitors?

Educational History

Why did you choose your degree course? What aspects of the course did you find most
challenging (and why)?

What options were available and how did you choose?

What made you study foreign languages?

What did you gain personally from your stays abroad?

What training and qualifications do you have for the business you want to run?

Interests/Activities

How do you spend your vacation?
What do you do to relax?

What are your hobbies?

3. PacckakUTE 0 KaHJAUJIATE Ha JOKHOCTh, OIIMPAsACh Ha €ro pe3foMe:

Ivan Sidorov
mobile: +7 (926) 555-55-55; email: i.sidorov@gmail.com
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Objective: summer analyst internship at the Securities department

Education:
June 2014 Financial University under the Government of the Russian Federaion
BSc Economics, Faculty — Finance & Credit
Relations — Bachelors of Economic — GPA 97 % out of 100 %

Distinctions & Awards:

July-August London School of Economics Summer School Program

2013 Course: AF225 Fixed Income Securities, Debt Markets and the Macro Economy
(Grade B+), certificate

March 2013 IELTS certificate (Overall score 7.0)

July-August London School of Economics Summer School Program

2012 Course: EC101 Introductory Microeconomics (Grade B+), certificate

April 2011 German Language Diploma of the Education Ministers Conference

Level C1, Diploma

Work experience:
June-September  Ernst & Young
2014 Intern to Advisory (Performance Improvement Group — Strategy and Operations —
Lean):
— worked on project for large Russian retailer;
— worked directly with the client to understand the needs of his/her business
area;

— managed field data: collection and analysis;
— developed policies and procedures to sustain results;
— developed algorithm for optimization model,
— calculated cost efficiency of certain business process improvements;
— worked on optimizing certain business processes.

Additional skills:
Language skills:
— English - fluent/native;
— French - Basic;
— German - Basic.
Software skills:
— Microsoft Office (Word, Excel, Power Point, Access, Visio, Project);
— Minitab;
— Nielsen Answers;
— interested in IT and innovative technologies (would like to develop analytical skills
further within different IT frameworks).
Analytical skills:
— analytical mindset;
— strong analytical skills (willing to develop them further);
— open to innovation in analysis.
Leadership and management:
— possess great time-management skill;
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— high level of self motivation and ability to motivate others;
— willing to develop leadership and management skills further.

Communication skills:

— excellent interpersonal skills (multicultural openness);
— great team player (can work in a team/group);

— great communication skills (oral and written);

— great listening skills;

— easy-going person;

— presentation skills.

References are available upon request

Tema 7: Marketing

1. IlepeBenuTe caeavIONINE IPEUIOKEHNS, NCIIONb3Ys aKTUBHBIN CI0Baph II0 TEME:

1.

3.

4.

Komnanus ABC pemnia BbIMTH Ha BBICIINNA YPOBEHb PhIHKA U BBIITYCTUTH HOBBIE TOIOBhIE
nyxu. UToOBl YJIOBIIETBOPUTH HYXJBI M JKEJIAHUS MOTPEOUTENeld M MPHUBJICYD LEICBYIO
AyJIUTOPUIO, MApKETOJIOTH MCCIENO0BAIN PHIHOK M T'OTOBBI CO3/1aTh KOHIEMIIUIO HOBOTO
nponaykra. KommaHus OpeICcTaBUT TPOAYKT Ha PBIHOK B ABTyCTe€ H COOHMpaeTcs
IIPOJIBUTaTh MPOAYKT HA PHIHKE, UCHOJIB3Ysl «3BE3/1» B PEKJIAME.

Ham HEoO0xoammo HCHONB30BaTh CBOE KOHKYPEHTHOE MPEUMYIIECTBO U UCKATh HOBBIE
BO3MO>KHOCTH PbIHKA, €CJIM MBI XOTHM 4TOOBI Hallla KOMITAHUSI OcTaBajach komnaHuei No2
Ha pbIHKE.

Ecnu kKoMmaHus BBITYCKAeT HOBBIM MPOAYKT HA PBIHOK, TO Yalle BCEro KOMIAHUSA
Ha3HA4YaeT PBIHOYHYIO IleHy. Eciam xomMmaHus BBITYCKA€T TOHOBBIM MPOAYKT, TO OHA
HAa3HA4aeT LIEHY BBIIIE PHIHOYHOM.

UToOB! AOCTUYH CBOMX II€JIeH W IPUBIICYH LEICBYIO aYAUTOPHIO, KOMITAHUS COOMPAETCs
M3MEHUTH KaHaJIbl CObITA MPOAYKIINH.

2. BeiOepuTe mmpaBuiIbHbINA BADUAHT OTBETA!

1

What does a business adjust to create a brand image for a product?

i
i
i
2

The marketing mix
Price
Product

What is the most important element of the marketing mix?

i
i

Price
Product

No single element is the most important

3

What does the overall marketing mix of a firm determine?

r

i
i
4.

Marketing strategy
Marketing objective

Profit from marketing
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Who is protected by consumer protection laws?

Businesses and customers

C Just customers

Just businesses
5.
Which of the following is NOT an element in the marketing mix?
C

i
i

6.
Where are premium products most likely to be sold?

Price
Profit

Promotion

In supermarkets

O In designer stores
O On market stalls
-

When is a business most likely to adjust the marketing mix of a product?
If costs change

If customer needs change
-

8.
A supermarket's own brand range of products:
-

i
i

If management changes

Has its own marketing mix

Has no marketing mix

Has no promotional mix

9.

How is a business most likely to increase sales of a premium branded product?
O By cutting price

By increasing promotion

By using supermarkets for distribution
10.
What does the overall marketing mix create?
C

i

Customer needs
Business objectives

A unique selling point for a product

3. OTBETHTE NUCHbMEHHO Ha CAEIYIONINE BOIPOCHI:
1. What is marketing?
2. What is marketing mix?
3. What should the co do if it wants to introduce a new product to the market?
4. What is the importance of the product design?
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5. What does the product design depend on?

6. What is the role of product branding in marketing?

7. What must a price reflect?

8. What pricing factors should a co taking into account before setting a price?

9. What pricing strategies can a co use? (penetration pricing, skimming pricing, competition

pricing). Define each strategy and give an example.
10. What is placement?
11. What is the most common channel of distribution?
12. What is direct distribution? Speak about its advantages and disadvantages.
13. What is indirect distribution? Speak about its advantages and disadvantages.
14. Define the following terms: manufacturer, wholesaler, and retailer.
15. What is promotion?
16. What are the main promotional tools?
17. What are the stages of the product life cycle?
18. Define each stage of the product life cycle.

4. O6B€Z[I/IT6 6VKBBI OTBCTOB, KOTOPBIC JYYIIC BCCX JOIIOJHAIOT MPCAJIOKCHUSA HUKEC:

1. The four main elements of marketing are popularly known as:
a. the movement of goods and services
b. the four P's ¢ the four M's
d. buying, selling, market research, and storage
2. The product element refers to:
a. the four P's
b. testing of a product to insure quality
c the good or service that a company wants to sell
d. getting the product to the customer
3. Most companies price:
a. with the market
b. below the market
¢ beyond the market
d. above the market
4. A common channel of distribution is:
a. wholesaler - retailer - manufacturer - customer
b. manufacturer - retailer - wholesaler - customer
c retailer - manufacturer -wholesaler — customer
d. manufacturer — wholesaler - retailer - customer
5. The two major forms of promotion are:
a. radio and television
b. personal selling and advertising
¢ personal selling and newspapers
d. selling advertisements
Tema 8: Promotion

1. 3amonHKATE HDO6CJ'II)I Hauboee NOoAXOAAINMMHA TEPMHUHAMU M3 CIIMCKA.

vital insure retailer prices placement
charge wholesaler price leader take place  channel of distribution

The most common Is manufacturer — wholesaler
consumer. Distribution can, however, through slightly modified channels.
For example, products are sometimes sold directly by the or the
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manufacturer, rather than by the retailer. Generally, wholesalers
lower than retailers and sell in larger quantities. Together, these channels of
distribution play a role in the element of marketing.

2. OTBeTHhTE NUCHhMEHHO Ha CIASIYIONINE BOIPOCHI:

What are the 4 promotional tools?

What are the advantages and disadvantages of advertising?

What are the advantages and disadvantages of publicity?

What are the advantages and disadvantages of personal sellings?

What are the advantages and disadvantages of sales promotions?

What types of advertising do you know?

What are the advantages and disadvantages of different types of advertising?

Give examples of sales promotions? When and why should this tool be used?

What is publicity? What are the advantages of it?

. [IpounTaiiTe TEKCT ¥ HAUIIIMTE €T0 KPAaTKOE M3JIOKECHHE:

New products flood the market daily. You can’t help but turn on late-night TV and be confronted
by one infomercial after another as you click through the channels.

America’s entrepreneurs are rolling out new ideas and new items.

Millions of dollars are spent yearly developing and launching new products. But did you know
that only one in 10 will prove successful? And even fewer will enjoy a long shelf life.

That’s the cold reality. But you can greatly enhance your chances for business success if your “new
and improved” product shares a series of 10 important qualities.

I’ve helped launch more than 500 products, but | too have suffered a few clunkers along the way.
Here is the proven checklist that I’ve developed during my 30 years as an entrepreneur and
investor.

Ask yourself these 10 questions before going public with your “revolutionary” or “must have”
product or service.

The 10 Questions

1. Does it have unique features? You can’t roll out the “same-old, same-old.” Your
product has got to have a cool new look that’ll make the consumer sit up and take notice.

2. Does it have mass appeal? In other words, is it something that will sell to the stay-
at-home mother of four as well as the seasoned fisherman?

3. Does it solve a problem? Think of something around the house that’s troublesome
and invent a solution. If your product doesn’t solve a problem, you’ve got a potential problem —
consumers aren’t as likely to buy it.

4, Is there a powerful offer with a supportive cost of goods? The time-tested pitch—
But wait, there’s more! — is a proven winner. The key is great value at the right price. In today’s
world, people immediately check the Internet for the same product at a cheaper price.

5. Can you easily explain how it works? There has to be an easy-to-understand
explanation of how and why your product works. Get your elevator pitch ready. If it takes a college
degree to understand the pitch, it’s too complicated. You only grab people for a couple of seconds
— 50 you have to tease, please and seize the consumer.

Wooo~NoOOMWNE

6. Is there a magical transformation or demo? Before-and-after spots — showing
easily noticeable differences — are powerful marketing tools.
7. Is it multifunctional? Think like your competitor. If you come out with a product

that has just one function, your competitor can steal your thunder — and your sales — with a similar
product that offers more functions.

8. Is it credible; are there testimonials? An “actual customer” promo is ten times
better than any “actor portrayal.” Real people offer real results. But you should also seek out
professional testimonials from industry associations, doctors and other “experts” in your industry
to further build your product’s credibility.
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9. Are there proven results? Be prepared to back up your claims with unshakeable
success stories or scientific studies, including third-party clinical studies or reviews from product-
testing labs that support your claims.

10. Can you answer the questions the viewer is thinking? You must be prepared for any
and all questions that could arise over your product. Put yourself in the shoes of consumers, and
think of all the questions they could ask.

If you answered YES to all 10 of these questions, you’ve got yourself a product that’s so solid you
won’t even need a celebrity endorser to make it fly off the shelves.

A final bit of advice on how you can roll out a product that will quickly become a winner: It starts
with a KISS, as in Keep It Simple, Salesman! Always remember the three-pronged approach of
“Tease, Please and Seize.”

Your product should be intuitive to use and extremely simple to understand. Let’s face it, most of
us are just too lazy to pore over the small print in a thick instructions manual.

Now that you’re ready to churn out the next memorable marketing campaign, make it easy for
people to learn more about your product. This can be done via free trials, downloads, product
videos, and demonstrations.

It can’t hurt to listen to this advice from a very smart man: “Strive not to be a success, but rather
to be of value.” If your product is indeed a value, you’ll have a far better chance of being a success.
Make sure your product scores big on the “10 Qualities Of A Successful Product” checklist and
there’s a good chance it won’t land on the trash heap like the nine in 10 that fail to catch on with
consumers.

Tema 9: International Trade

1. COOTHECHTE CIIOBA M BRIPAKCHUS U3 TaOJIMIIEI C BX OIpCACIICHUAMH HUXKC.

autarky balance of payments balance of trade barter or counter-trade deficit dumping
invisible imports and exports protectionism quotas surplus tariffs visible trade )GB) or
merchandise trade (US)

1.Trade in goods

2.Trade in services (banking, tourism, insurance and so on)

3.Direct exchange of goods, without the use of money

4.The difference between what a country receives and pays for its exports and imports of goods

5.The difference between a country’s total earnings from exports and its total expenditure on

imports

6.The (impossible) situation in which a country is completely self-sufficient and has no foreign

trade

7.A positive balance of trade or payments

8.A negative balance of trade or payments

9.Selling goods abroad at (or below) cost price

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

12.Quantitative limits on the imports of particular products or commodities

3. OTBETLETE NUCEMEHHO HA CIEIYIONME BOOPOCHL:

1.What is international trade?

2.What are the two possible reasons for companies to get involved in exporting activities?
3.What information should be obtained during initial research before getting started?
4.What are the entry methods?

4. CKa)KI/ITe, BEpHEI JIM IAHHBLIC YTBEPKAeHU. McnipaBhTe HEKOPPEKTHEIC:
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1.Exporting is the most difficult way to enter a foreign market.

2.There are three types of exporting.

3.In indirect exporting an agent receives a commission for sales made on behalf of the principal.
4.Indirect exporting involves more risk than direct exporting.

5.The company has less control over the licensee than if it had set up its own production facilities.
6.Foreign governments always make joint ownership a condition for entry.

7.By direct investment, the company lacks control over investment and marketing policies.

4. BpiOepure yacTu NpeUIoKEHN U3 CIUCKA HIKE, YTOOBI 3aIIOJIHUTh KAXK/IBIM U3 IPOOEIOB
(1-7). He ucnonp3yiite mo0yro OykBY 0osnee ogHoro pasza. Onna OyKBa JUIITHSISL.

A. which comprise three-quarters of the WTQO's members

B. which was signed in 1947 to monitor the postwar realm of world trade

C. that the WTO violates environmental and labor laws

D. which meets about 12 times a year

E. that countries use WTO membership as a springboard for wider economic change

F. which are not independent but control their own economies

G. that intends to supervise and liberalize international trade

H. which are signed by representatives of member governments and ratified by their parliaments

AN OVERVIEW OF THE WORLD TRADE ORGANIZATION

The World Trade Organization (WTQ) is an organization 1
The organization officially commenced on 1 January 1995 under the Marrakech Agreement. The
organization deals with regulation of trade between participating countries; it provides a
framework for negotiating and formalizing trade agreements, and a dispute resolution process
aimed at enforcing participants' adherence to WTO agreements,
2 . The WTO is headed by a Ministerial Conference of all
members, meeting at least once every two years. Between meetings of the Ministerial Conference
— responsible for carrying out the functions of the WTO - the organization is managed by the
General Council 3 . Three subsidiary councils operate under
the general guidance of the General Council: the Council for Trade in Goods; the Council for Trade
in services; and the Council for Trade-Related Aspects of Intellectual Property Rights.
Headquartered in Geneva, Switzerland,
The WTQ’s official languages are English, French and Spanish.

The World Trade Organization is the successor to the General Agreement on Tariffs and
Trade, or GATT, 4 . GATT had tremendous success in
reducing tariffs, but it couldn't enforce many of its policies or solve disputes easily. Over the next
fifty years, the world economy changed dramatically due to globalization and economic
downturns.

To improve and replace GATT, the World Trade Organization was founded on January 1,
1995. Today, the World Trade Organization has 153 members. Members do not have to be
independent countries. The European Union, Hong Kong, Taiwan, and Macau,
5 . When countries apply to be members, their
political, economic, and trade circumstances are studied. China became a WTO member in 2001
after fifteen years of negotiations. Thirty countries are "observers" of the WTO. Approximately
fifteen countries, including North Korea, Turkmenistan, and Somalia, have no relation with the
WTO.

The World Trade Organization reviews national trade policies and encourages countries
and companies to reduce or eliminate barriers to trade. These barriers include tariffs, customs
taxes, export subsidies, import bans, and quotas. The WTO has been very successful in lowering
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tariffs, especially in textiles. The WTO works in four main areas: manufactured goods, agricultural
products, services such as banking and telecommunications, and intellectual property such as
patents and movies. In order to protect human rights, product and food safety, and natural
resources, the WTO sometimes concedes and maintains trade barriers.

The basis of the World Trade Organization is the theory of nondiscrimination and the
"most-favored nation." Members should apply the same trade policies for all of their trading
partners. Members should not discriminate between foreign and domestic goods and services.

The World Trade Organization arbitrates disputes between members. The WTO has heard
over 300 cases since 1995. Notable cases have involved the European Union's concerns over
American beef imports, the safety of sea turtles in American waters, and the cleanliness of gas
imported to America from Brazil and Venezuela. The WTO can impose sanctions on countries and
force them to change their trade policies.

The World Trade Organization gives special assistance to developing countries,
6 . Developing countries receive technical and financial
assistance and extra time to complete tasks. An exception to the most-favored nation principle is
the generalized system of preferences, whereby industrialized countries sometimes allow imports
from developing countries into their markets with low tariffs. In order to raise living standards
around the world, the World Trade Organization conducts economic research and works closely
with other international organizations like the World Bank, The International Monetary Fund, the
European Union, and regional free trade organizations like the North Atlantic Free Trade
Organization (NAFTA).

Delegates of member countries negotiate trade issues over a number of years called
"rounds."” Recent rounds have taken place primarily in Japan, Uruguay, and Qatar. The latest round
of negotiations, called the Doha Development Round, was launched in 2001 with an explicit focus
on addressing the needs of developing countries. As of June 2012, the future of the Doha Round
remains uncertain: the work programme lists 21 subjects in which the original deadline of 1
January 2005 was missed, and the round is still incomplete. The conflict between free trade on
industrial goods and services but retention of protectionism on farm subsidies to domestic
agricultural sector (requested by developed countries) and the substantiation of the international
liberalization of fair trade on agricultural products (requested by developing countries) remain the
major obstacles. These points of contention have hindered any progress to launch new WTO
negotiations beyond the Doha Development Round. As a result of this impasse, there have been
an increasing number of bilateral free trade agreements signed. As of July 2012, there are various
negotiation groups in the WTO system for the current agricultural trade negotiation which is in the
condition of stalemate.

The World Trade Organization has been criticized since its inception. Many people,
strongly opposed to globalization and any "attack™ on their country's traditional economy and
culture, believe that the WTO exerts too much pressure on independent countries to conform to its
standards, benefits corporations and not common people, is not democratic, and is too secretive.
Challengers believe that participation in the WTO means jobs and protection against foreign
competition may be lost. Many people believe 7 . Opponents
believe that developing countries actually have little negotiating power in the organization. Many
protests against the WTO have occurred. Demonstrations at the WTO meeting in Seattle,
Washington in 1999 caused the delay and eventual failure of WTO negotiations.

In conclusion, the World Trade Organization is the most important international
organization governing trade. The WTO sets and enforces trade rules and promotes global
economic cooperation. Poor countries are better able to compete in the world economy.
Governments will hopefully take profits from trade and improve the health, education, and
employment of their citizens. International business will undoubtedly continue to thrive under the
supervision of the World Trade Organization.
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7.2.01eHO0YHbIe MATEPHAJIbI /151 HIPOBEACHUSI IPOMEKYTOYHON aTTeCTALUH
7.2.1 TlepeyeHb KOMIETEHIHI ¢ yKa3aHHEM 3TaNOB X (OPMHPOBAHNS B MpoLecce
0CBOEHHSI 00pa30BaTeJbHOI MPOrpaMMbl

Otansl OpMHUPOBAHUS KOMIIETCHIIUN B IPOLIECCe OCBOSHUS 00pa30oBaTeIbHOM
HPOTPaMMBI OTIPEIENAIOTCS MOPSIKOM U3yUYEeHHUS TUCIUIUIMH B COOTBETCTBUH € pabounm
y4eOHBIM IIJIAHOM U IIPEJCTABJICHbI B TAOIUIIE:

Kon
KOMIIeTe
HIIMH
(kommeT
eHIuit)

Conepxanue
KOMMETEeHI[HH
(koMmeTeHI i)

Jranbl
(popmupoBanus
KOMIIETeHIIHU U
(koMmeTeHI M)

JluCcunumInHbI,
¢popmupywmme
KOMIIETEHI[HI0
(KOMIeTEeHIIUHN)

OK-4

CIOCOOHOCTh K KOMMYHHKAIINH B
YCTHOM M MIUChbMEHHOH (hopMax Ha
PYCCKOM U MHOCTPAHHOM SA3BIKAX
JUTS peIIeHUs 3a/1a9 MEXKITUIHOCT-
HOT'0 U MEXKYJIBTYPHOI'O
B3aUMOJICUCTBU

1

NHOoCTpaHHBIN S3bIK

2

Pycckuii s13bIK 1
KYJbTypa peuu

AHTIINIACKNN SI3BIK KaK
SI3BIK MEXTYHApPOHOTO
oO01eHus

AHIIMACKHHA A3BIK I
npo¢ecCHOHATLHOI0
odmenus / Jlenopas

KOMMYHHKAIIIS HA
AHTJTMICKOM SI3BIKE

JIOIOJTHUTENbHBIN
(paxynpTaTUB)

®DaKyJIbTaTUB IS
M3YyYarolNX
WHOCTPAHHBIN
(aHTTTUHCKHIT) SI3BIK C
HYJIS

JIOIIOJTHUTEILHBII
(paxynpTaTUB)

JenoBass KOMMyHHKALIUS
Ha aHTJINHACKOM S3bIKE
(IpOIBUHYTHIN YPOBEHB

1)

JIOIOJTHUTENbHBIN
(paxynpTaTUB)

JenoBas KOMMyHHKALIUS
Ha aHTJINHACKOM S3bIKE
(TIpOABUHYTHIN YPOBEHB

D)

3aBepliaronmi

I'ocynapcTBeHHas
UTOTOBAsI ATTECTAIIHS
(3amuTa BBIMTYCKHOM
KBaJTM(PUKAITMOHHON

paboThI)

IK-7

CIOCOOHOCTH, UCTIOJB3YS
OTEUECTBEHHBIC U 3apyOCIKHBIC
MCTOYHUKH HH(pOpManuu, cooparb
HEe0OXONMBIE TaHHBIE
NPOAHAIN3UPOBATh UX U
MOJrOTOBUTH MH(OPMALIMOHHBIH
0030p W/UITK aHATUTUYECKUNA OTYET

MapkeTusr

AHTIINIACKNN S3BIK KaK
SI3BIK MEXTYHAPOJHOTO
oO01IeHus

MupoBasi 53KOHOMHKA U
MEXYHAapOIHbIE
SKOHOMMYECKHE
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OTHOLIICHUA

AHIIHACKHAH A3BIK 1JIS
npodeccuoHaJILHOr0
oomenus / Jlenopast
KOMMYHUKaIUs Ha
AHTIINHCKOM SI3BIKE

[IpousBoacTBEHHAS

npaktuka. HaydHo-

HCCIIEIOBATEIIbCKAS
pabora

JIOIOJTHUTENbHBIN
(bakynpTaTHB)

®aKyJIbTaTUB I
M3YyYarolnux
WHOCTPAHHBIN
(aHTIHIACKUIT) S3BIK C
HYJIs

JIOIIOJTHUTEILHBIN
(paxynbraTuB)

JenoBasg KOMMyHHKALUS
Ha aHIVIMHACKOM SI3BIKE
(IpOABUHYTHIN YPOBEHB

1)

JIOIIOJTHUTEILHBIHN
(paxynbraTuB)

JenoBasg KOMMyHHKALIUS
Ha aHIJIMHACKOM SI3BIKE
(IpOABUHYTHIN YPOBEHB

1)

3aBEpIIAIOIIUI

I'ocynapcrBenHnas
UTOTOBas aTTeCTalus
(3ammTa BIMTYCKHON
KBATH(UKAITMOHHON

paboThI)

7.2.2 Tlloka3aTe/ i OLleHUBAHUSA MJIAHUPYEMBbIX Pe3yabTATOB 00y4YeHUs HA
Pa3IHYHBIX 3TANaxX ()OPMHUPOBAHUA KOMIIETCHIH I

I[Inanupyembie YpoBHH U KPUTEPHH AOCTHKEHUS Pe3yTbTATOB 00yUeHUsI
pe3yJbTaThl
o0y4eHus 1O He nocTurnyr Bba3zoBnlii IToBbINIEHHEBI Bricoxknii
AUCIUTIJIMHE HA 0a30Bblii i
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMINETEeHI[HN
OK-4 (yeTBepTHIii ITAN)
3uatb (4) — He 3naer 3HaeT Ha 3HaeT Ha JleMoHCcTpUpYyET
rpaMMaTHYECKHE 0a30BOM TIOBBIIIICHHOM | TITyOOKHE,
npaBuiia, GOPMBI U YpOBHE, TIpU YpOBHE, TIpU TMIOJIHBIC 3HAHHUS
KOHCTPYKIIHH, YCTHBIX U YCTHBIX U
AHTJIOSI3BIYHBIC MUCEMEHHBIX MUCEMEHHBIX
pedeBbie CTPYKTYPHI U OTBETax WU OTBETax WU
JIEJIOBYIO BBHITIOJTHEHUH BBHITIOJTHEHUH
TEPMHUHOJIOTHIO, TECTOB, TECTOB,
HEOO0XOIUMBIE TSt nomnyckaeT oT 30 | Jomyckaer ot
OCYIIECTBJIECHHUS 1o 50% 10 1030%
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I[Inanupyemsie YpoBHH U KPUTEPHH AOCTHKEHUS Pe3yTbTATOB 00y4eHUsI
pe3yJbTaThl
o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBbINIEHHBI Bricoxknii
AUCIHUTIJINHE HA 0a30Bblii i
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMINETEeHI[HN
po¢eCCHOHATBHOTO OIHOOK. OIHOOK.
oOIIeHHS
YwMmetb (4) — noruuno, | He ymeer [Tonnmaer YwMmeer B YwMmeer B
apryMEHTHPOBAHO U OCHOBHOE COOTBETCTBUHM | COOTBETCTBUHU
KOPPEKTHO coJiep>KaHue C OCHOBHBIMU | CO BCEMU
MOATOTOBUTH YCTHBIC U TEKCTOB, HO TpeOOBaHUSAMU | TPEOOBAHUSIMU
MUCbMEHHBIE BO3HUKAIOT
BBICKa3bIBaHUS HA 3aTpyIHEHUS
WHOCTPAHHOM SI3BIKE B npu
npodeccnoHaTbHOM (dhopMyHpOBKe
o0LeHNn BOITPOCOB JIJIst
Hayaja Juasora,
€CThb
dbonHeTHUECKHE,
rpaMMaTHYeCKU
¢ U/
JIEKCUYECKUE
OIIMOKHU
Bnaners (4) — He Bnageet Hemonctpupyet | lemonctpupye | JlemoncTpupyer
HaBBIKaMU JaCTUYHOE T BJIAJICHUE C YBEPEHHOE
HCIOJIb30BAHUS BJIa/ICHUE HEOOJBIIMMU | BIIaJICHUE
MOHOJIOTUYECKOU U MOTPEIIHOCTSIM
JNATIOTUYECKON YCTHOM u
U NIICbMEHHOW pe4u B
CUTYaLUsAX
poheCcCHOHATBLHOTO
B3aUMOJCUCTBU
ITK-/ (yeTBepTHIii 3TAI)
3HaTh (4) — mpueMbl He 3naer 3HaeT NpUeMsl 3HaeT Ha JleMoHCcTpUpYyET
cOopa 1 aHanuza cOopa 1 aHa/M3a | MOBBILICHHOM | TITy0OKHe,
JAHHBIX U3 TaHHBIX U3 YpOBHE, NpU MOJIHbIE 3HAHUS
AHTJIOSI3BIYHBIX QHTJIOSI3BIYHBIX | YCTHBIX U
HUCTOYHUKOB HUCTOYHUKOB MUCbMEHHBIX
uHpOopMaIuu uHpopManuy, OTBETax WIn
nomnyckaeT ot 30 | BBIOJTHEHUH
10 50% TECTOB,
OIINOOK. JOTTYCKaeT OT
10 no 30%
OLIMOOK.
YmMmertsb (4) — He ymeer Ywmeer, HO Ywmeer B Ywmeer B
aHAJIM3UPOBATH JIaHHBIE BO3HUKAIOT COOTBETCTBUHM | COOTBETCTBUU
JUTSL IOATOTOBKH 3aTpyIHEHUU C OCHOBHBIMH | CO BCEMH
MH(POPMAITHOHHOTO MIPU aHAJTHN3e TpeOOBaHUSIMU | TPEOOBAHUSIMHU
JOKJIa/1a U\KIIH TAHHBIX IS
AHAJIUTUYECKOTO MIOATOTOBKH
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ILnanupyemsle
pe3yJbTaThl
o0y4eHus1 1O

AUCHHUILINHE Ha

onpeieJIeCHHOM JTale
¢dopmupoBanus

KOMIIeTeHIIUH

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHHUs!

He nocTurnyr
0a30BbIii
YPOBE€Hb

Bba3zoBslii

IToBbINIEHHBI

U

Bricoxknii

OTYECTa Ha
HHOCTPAHHOM S3bIKC

nH(pOpMaMOHH
Oro JTOKJIajia

Bnaners (4) —
HaBbIKaMHU IIOATOTOBKHU
WH(pOPMaITMOHHBIX
0030pOB W/UIHN
AHATTUTHYECKUX

He Bnaneer

JleMoHCcTpUpYyET
HJaCTUYHOC
BJIa/ICHUE

JeMoHcTpupye
T BJIaJICHUE C
HEOOJILIITNMU
MOTPEIIHOCTSIM
u

JleMoHCcTpUpYyET
YBEPEHHOE
BJIa/ICHUE

OTYETOB HA
AHTJIMICKOM S3BIKE

7.3. TunoBble 3aJaHUA U (UJIH) MATEPHUAJIBI J1JIsl OLIEHKH 3HAHWI, yMEHUI U HABBIKOB U
(WJIn) oNbITA IEATEIbHOCTH, XaPAKTEPHU3YIOIIHUX 3TaNbl (POPMHPOBAHUS KOMIIETEH N

7.3.1. TunoBble 3agaHus ¥ (WJIH) MATEPUAJIBI VISl OLEHKH 3HAHUIM )1 KOMIIETEHI[UU

TUITOBBIE 3AJIAHUS JUUIS IIPOBEPKU CO@OPMUPOBAHHOCTHU 3HAHWM JIIS OK-4
3aganue 1.
[epeBeaute npeyIoKEHUS, UCIOJB3YS JEKCHKY 10 Teme Forms of business organization:
1. 5 ner Hazan nBa Apyra pelmwid Hadyath cBOE neno. OHM B3sIM CCYNy B OaHKe, MOTYYHIN
JUICH3UIO U OCHOBAJIM KOMMIAHUIO TaKcH. JTO ObuTo mapTHEpcTBO. C camoro Hayana Bc€ MII0
[JIAJIKO, HO Yepe3 HEKOTOPOE BPEMs YBEIMUYCHHBIN 00bEM mepeBo3ok (transportation) sacrasui
NapTHEPOB U3MEHHUTH CTATYC KOMIIAHUH.

2. Komnanus Ilpokrep sua I'smOn crpoutes mo mpoaykTy. Bo BHUMaHHMM KaKIOTO OTHENa
HaXOJIUTCs OJIMH U3 NPOJYKTOB KOMIAHUH U CHOCOOBI €r0 YAYYIIEHUs. JTa CTPYKTYypa MO3BOJISET
PYKOBOJIUTENISIM OTJIEJIOB pEarupoBarh Ha Jr000M BBI30OB Ha pPBIHKE, aJalTHPOBATHCA K
U3MEHEHUSIM NOKYNaTeIbCKUX HYX/1 U OAJIEPKHUBATE KOHKYPEHTOCIIOCOOHOCTh KOMIAHUH.

3. Ana  Toro, d4roObl BIOXHYTh B KOMIIAHUIO HOBYIO KH3Hb, OHa OblJla HEJABHO
PECTPYKTYPU3SHUPOBAHA. PyKOBO,Z[CTBO YBOJWJIO TEX CJHYKAMNUX, KOTOPLIC CONPOTUBIAINCH
nepemeHaM. Mucrtepa brelika BBenn B CoBeT aupekTopoB. OH 3aiiMET Mecto Muctepa I'puna,
KOTOpBIfI PaHbIIC MTOJOKCHHOI'O CPOKA YXOIUT HAa INECHCHUIO. On 6yz[eT HaXOJUTHCA B IIPAMOM
HOJYMHEHHUH Y UCTIOTHUTEIBHOTO JUPEKTOpa U OTBEYATh 3a BCE MPOJAKH KOMITAHUU.
3ananue 2.
HanumimTe aHaIOTH JaHHBIX JETOBBIX TEPMUHOB Ha aHTJIMICKOM si3bIKe TI0 Teme Forms of
business organization:

IOPUIMYECKOE JTUIO —
COOCTBEHHOCTD, IOJEIEHHAs Ha aKI[HN —

HECTH OIPaHUYCHHYIO OTBETCTBEHHOCTD -

6I>ITB HAa3HAYCHHBIM aKLII/IOHepOM -

BO3IJIABJIIEMBIH MIpe/iceIaTe]IeM COBETa JUPEKTOPOB —
IIOAYUHSATHCS aKLII/IOHepaM -
NESATSIIbHOCTH/TIPOAYKTUBHOCTh KOMITAHHH —
COOTBETCTBOBATH OKHUJAaHUSIM aKLII/IOHepOB -
eXeroHoe 00I1Iee coOpaHue aKIIMOHEPOB —
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10. u36path HOBBIN COBET TUPEKTOPOB —
11. oObIyHbBIC/IPUBUIIETHPOBAHHBIC AKITUHU —
12. nponaBath akiuu Ha (GOHIOBOM PBIHKE —
13. nmoyexarp myOIMYHON OTYETHOCTH —
14. xoHbUaEHIINATBHBIN XapaKTep KOMITAHUH —
15. BimaseTs OONBIINM KOJIMYECTBOM aKIIUI —
16. BeIMyCTUTH OOIATAIIAN —
17. cornacurbcs Ha nepenavy akum —
18. 00BABUTH MOANMUCKY HA AKIIHH -
19. HeT orpaHUYEHUI 11O KOJIMYECTBY aKIIMOHEPOB —
3aganue 3.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHTIIMHCKOTO IJ1aronia (BpeMeHa,
MH(UHUTUB, TEPYHIUH, IPUYACTHE)

1. Asl (walk) home the other night, |
(notice) someone (try) (break) into a car,
(park) next to mine.
2. Andy saw two identical tourists (talk) to a man in a white van. They
pointed here and there and seemed (argue).
3. "What's your wife's name?" the secretary asked Mitch. - "Why is that important?" - "Because
when she (call) I would like to know her name so that
(1/be) really polite to her on the phone".
4. I’'d rather (you/not/tell) my parents that |
(apply) for a job in the USA. | don’t think they
(approve) ... (I/work) abroad.
5. When the company (call) me for an interview, |
(not/know) what (do). I even considered
(not/turn up) for it. However, | felt I’d better (go) as the American company

(already / arrange) for the interview

(hold) in London.

6. Why didn’t you get them (sign) the receipt before you (let)
them (go)?

7. (know) that John (not/come) to the party,
she decided to stay in.

8. The weather seems (get) worse and worse. Why

(not / put off) the trip?

9. Why (not/youltry) (call) her instead
of (send) an e-mail? That will be quicker.

10. There’s nothing quite like “Chocks away”. (Design) for two to six
players, it will keep you (amuse) for hours.

11. (spend) a week in the cottage, he decided that he didn’t
really enjoy (live) in the country and began (think)
of an excuse for (sell) it and (return) to London.

12. 1 didn’t mean (eat) anything but the cupcakes looked so delicious
that I couldn’t resist (try) one.

13. | pretended (enjoy) the conversation, but in fact |

(bore) out of my mind.

14. Remember (phone) Tom tomorrow. — Why (you/
keep) (tell) me (not/forget) things?

15. A new jumbo jet (design) at the moment. This
plane (expect) (be able/ transport) 800
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passengers at a time, if it ever (manage/ get) off the

ground.
16. Now that you (finish/pack), isn’t it time we
(leave)? The meter is ticking!
17. 1 really don’t feel like (go) out tonight. I’d sooner
(stay) in and (watch) a DVD.
3anaunmue 4.

[TepeBeanTe mpeanoKeHHs, UCIIONB3Ys JIeKCHKY 1o Teme Forms of business organization:
1. MnauBuayanbHbIN OpEeIPUHUMATEND MOXKET MOJIyUYUTh JIMIIEH3UI0, B3SITh CCYAYy B 0aHKe U
HAYaTh CBOE J€J10, OJJHAKO B CJydYae OAHKPOTCTBA €My IIPUICTCS 0TBEYATh 32 J0JTH CBOUM
JHYHBIM UMYIIECTBOM.

2. Bce komnaHnu pa3BUBAIOTCH 32 CYET PEMHBECTHPOBAHUS NMPUObLIM, U JIUIIb
aKIMOHEPHBIC 0OIIECTBA HE UMEIOT CJIOKHOCTEH C MPUBJIeYEeHHEM KANMTAJA, TaK KaK OHU
MOTYT MPOJAABaTh CBOM AKLMHU HA PbIHKE IEHHbIX OyMmar.

3. Jlnst komnaHuii ¢ PyHKIIMOHAIBHOM CTPYKTYPOH TUITMYHBI 4YeTKO 0003HAYeHHbIe
NMOJTHOMOYMS M 00s13aHHOcTH. KaxkoMy ciyxalleMy U3BECTHO, 32 YTO OH HeceT
OTBETCTBEHHOCTb U KTO €r0 HelMoCpeACTBeHHbIH HaYaJIbHUK. OqHaKo NOJ00HAs CTPYKTypa
HE Coco0CTBYeT ObICTPOMY NPUHATHIO PeLIeHHI, YTO )KU3HEHHO HEOOX0IMMO B TOCTOSIHHO
MeHA0LLecsl 1eJ10BOM cpeje.

4. Komnanusa Ckaiil U3BECTHA CBOMMU HHHOBAUMAMM. [ 0OTOBHOCTH pearnpoBaTh Ha
U3MEHEHMs U aJallTHPOBATBLCA K HUM [IOMOTaeT € COXpaHUTh KOHKYPEHTHOe
NMPeUMYIIecTBO U o0ecneunBaeT rHOKOCThL KOMIIaHUU.

5. BaxxHo, 4TOOBI HaUaILHUK OOIIAJICS CO CIYXKAIIUMU B YeTKOM U SICHOH MaHepe, 0003Ha4YaJ
POJIN U OTBETCTBEHHOCTh U OLIEHUBAJI IeATEJIbHOCTH MOAYMHEHHBbIX. OH JI0JOKEeH MMeTh
XOPOIIMH MOCTYKHOM CNIMCOK U ObITH IKCIIEPTOM B CBOei 00J1aCTH.

3aganue 5.
Hanummre anrnuiickue Ha3BaHUsS OTIEJIOB KOMIIAHUU, B KOTOPBIX JaHHBIE COTPYIHUKUA MOTYT
paboratb, HCIIONB3Ysl TepMUHOJIOTHIO T0 Teme Organizational Structures
a) assembly-line worker..............
b) graduate trainee.........c.cccooevernenenn,
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c) accounts clerk........cccooveveiieiienns

d) sales executive ........cccccoeervrininnnnnne
e) office SUPErViSOr........cccovveveiiieiveiieinn,
1) SCIENTISt....coviiiiieiee e

g) personnel officer..........ccccvvvevviinnnn,
h) foreman

3apanmue 6.
Packpoiite ckoOKH, UCTIONB3Ys MPaBUIbHYIO (OPMY aHTTIUHCKOTO Tiaroyia (BpeMeHa,
WHOUHUTUB, TePYHANHN, IPUYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOe HAKIIOHEHHE,
MOJAaJIbHBIC FHaFOHBI)

1. It’s essential that the matter (settle) as soon as possible.
2. | saw a crystal-glass vase (slip) from her hand and
(break) to pieces.
3. Unless the restaurant (get) another cook, |
(never / come) here again.
4. The young man pretended (read) a newspaper when | came in.
5. 1| was dumbstruck when | saw him dancing in the middle of the street. He
(m.v. / be) drunk. (momxHO OBITE)
6. I'd rather you (not / go) on long distances in the new car until you
(get) used to (drive) it properly.
7. The horse won’t be well enough (run) in tomorrow’s race. He
doesn’t seem (recover) from the long (tired / tiring?) journey.
8. Now | remember (you / ask) me

(buy) a few bottles of still water on the way home. | wish |
(remember) it earlier.

9. You (m.v./tell) me it was a formal party. | looked a real idiot
in my pullover and jeans. (criticism)

10. But for the miserable weather we (climb) the Mont
Ventoux long ago.

11. You (m.v. /do) the dishes instead of leaving it all to
me! (ynpek, Mora Obl U ClIenaTh)

12. What a waste of time! | (m.v./ not /revise)16™ century European
history: none of it came up in the exam.

13. Jim (m.v./go) out with Sue! She has got engaged
to Doug! (e MOXKeT OBITh).

14. He tore the envelope open and took out the (enclose) letter. He turned it
several times in his hand and put it back (unread).

15. Finally I sat up in bed and smoked another cigarette. |

(m.v./ smoke, mommkuo ObITH) around two packs since |
(leave) Pencey.

16. lwish (take) him up on the offer when | had the chance,
but I didnt and there is no point (regret) about it now.

17. If  Brian  (not/help) us yesterday we
(still/puzzle) over the problem now.

18. You (already/eat) enough  for  three  people!  You

(m.v./ not/ still be) hungry!(xe mMosxeT ObITB)

19. - Andrea never wears that blouse we bought her.

- Well, she (m.v/not  /like) the colour, it
(mv./ not /go) with  her skirts or it
(m.v./ not /be)the right size. Who knows?
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20. If only my teachers (see/l/run) this company, they
(be) totally amazed.

3ananmue 7.

HpOLITI/ITe BBICKA3bIBAHUA COTPYAHHKOB KOMIIAHWMH W HAIIMIIUTC aHTJINICKUE Ha3BaHUS
OTJIEJIOB, B KOTOPBIX JAaHHBIE COTPYIHUKUA MOTYT pabOTaTh, UCIOJIb3YSl TEPMUHOJIOTHIO 110 TEME
Organizational Structures

a) Well, we deal with the workforce needs of the firm: selection and recruitment of staff,
pay, training, and so on.’

b) We listen to customers and identify their needs. We're responsible for establishing sales
plans and targets for the different sales forces. We also deal with advertising.'

¢) We work on new products and improve old ones. We have to keep up to date with what
is going on in the outside world and have close contact with Marketing and Production.’

d) We're responsible for the manufacturing of our products and for trying to find ways of
improving quality. We deal with suppliers and make sure that we have enough components in
stock.’

e) Our department is concerned with the day-to-day running of the money side of the
company. We have to estimate costs and prices, deal with the accounts, and produce budgets and
cash flow forecasts.

3ananmue 8.

JlonomHuTe cnenyromuii TeKCcT TepMuHaMu no teme Levels and Areas of
Management:

appointed attacked combined defined constituted reviewed supervised
supported

Large British companies generally have a chairman of the board of directors
who oversees operations, and a managing director (MD) who is responsible for the
day-to-day running of the company. In smaller companies, the roles of chairman

and managing director are usually (1) .................... Americans tend to use
the term president rather than chairman, and chief executive officer (CEO)
instead of managing director. The CEO or MD is (2) ............. by various

executive officers or vice-presidents, each with clearly (3) ..................
authority and responsibility (production, marketing, finance, personnel, and so
on).

Top managers are (4) ...ooovvvvvnnn.... (and sometimes dismissed) by a
company's board of directors. They are (5)..................... and advised and

have their decisions and performance (6) ..........coe..... by the board. The
directors of private companies were traditionally major shareholders, but this does
not apply to large public companies with wide share ownership. Such
companies should have boards (7) .. of experienced
people of integrity and with a record of performance in a related business and a
willingness to work to make the company successful. In reality, however,
companies often appoint people with connections that will impress the financial
and political milieu. Yet a board that does not demand high performance
and remove inadequate executives will probably eventually find itself (8)
............ and displaced by raiders.

3aganue 9.
O6BGIII/IT€ TepMI/IH, KOTOpBIﬁ HC BXOAUT B Kamz[y}o ropnsoHTaany}o rpyrmy:

1 firm companv societv  subsidiar
2salary  manager engineer employee
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3finance product planning marketin
4 ship assemble customer purchase
5plant  facility patent factory

3amanue 10.
HazoBure OpraHu3allMOHHBIC CTPYKTYPhI, OIIMCAHHBIC B JAHHBIX NPCJIOKCHUAX !
1 A cross-functional structure where people are organized into project teams.
2 Astructure rather like the army, where each person has their place in a fixed hierarchy.
3 Astructure that enables a company to operate internationally, country by country.
4 A structure organized around different products.

3amanue 11.

IlepeBenure Ha AaHIVIMHACKUIN SA3BIK JAaHHBIC IIPEIJIOXKEHHUs, HCIOJb3Ys
TepmuHOJOTHIO 110 TeMe Levels and Areas of Management:

1. Moit oren ynopasiaser Hamiedl komnanued Bor yxke 20 ner. B ynpaBienuun
OM3HECOM OH TMPUACPKHUBACTCS KOHCEPBATHUBHBIX B3IJISIIOB, HO KOMIIAHHUS BCerJa_ yIelser
00JBIIIOE BHUMAHUE HYXJIaM_I0TpeOuTenei u OBICTPO pearnpyer Ha M3MeHeHus Ha peiHke. OTelr
pemmn coKycHpoBaThbes Ha NepeoOyYeHHUH COTPYIHUKOB M HPHUHsII Ha paboOTy HECKONbKUX
po(hecCHOoHANIOB, KOTOPhIE OyIyT MPOBOIUTH OOYUYCHHE.

2. [[Ira6 xBaptupa kommannu ABC nHaxomutcs B Hero-Mopke, a e€ duamans
pacnosokeHsl B 15 cTpaHax.
3. U3-3a ciugnus ¢ xommanuerd X Hamia KoMIaHus Oblia peopranm3osada. 30%

nepcoHalia COKpaTuiau. S ke moJIy4HJI MOBBIIIEHUE 10 KapbepHoH JiecTHuUlle. Ceivac s 0TBevaro
3a pabOTy CEpBHUCHOIO IIEHTPA.

4, ITocTosiHHAs MOTEPSL OOJH PBIHKA, BO3PACTAIONIAs KOHKYPEHIHS — IPOOJIEMEI, C
KOTOPBIMHU B IOCJIEIHEE BpEMsI CTOJNKHYJAch Hama koMmmanus. Celdyac Hama 3ajaya — CpOYHO
OoTpearupoBaTh Ha HHX. [Ipexae Bcero Mbl CMEHMM KypC KOMIIAHUH, PECTPYKTYPUZUDPYEM €€.
PykoBOACTBO KOMITaHMHM PEIIMIO HE COKpaliarh, a NepeoOyYHuTh TeEpcoHald. YMeEHHue
aJaNTUPOBATHCS K IIOCTOSTHHO MEHSIOIIEMYCSl PBIHKY — BOT 3JI0T ycrexa JIIoboro OmsHeca.

3aganne 12.
Packpoiite ckoOkH, HUCIONB3ysl MPaBUILHYIO (OPMY aHTJIMICKOTO TJarojia (BpemeHa,
YCJIOBHLIG BBIpa)KCHI/IH, cocl1araTcJIbHOC HaKHOHeHI/IC)

1. |Ifthe car (be) out of order again, you (have to)
call the service station, but I doubt if you (have / it / service)
quickly.

2. Nobody (know) what (happen) in ten years’ time
as life (get) tougher and tougher.

3. I wonder if they (turn) to us for help if the need
(arise).

4. My little son (want) to know if there (be) some
cartoons on TV tonight. If there (be) some, he certainly (watch)
them.

5. | wonder if the weather (change) for the better next week. |

(plan) to go to the countryside for a month.

6. | (leave) a message at the office in case the customer
(phone). But I’m afraid he’s unlikely (call) today.

7. Nobody can definitely tell us when he (come) back from London.
But as soon as he (return), we (get in touch) with him.

8. We (have) another meeting this week, provided no one

(object).
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9. 1 (always / be) by your side as long as you
(promise) to lend an ear to what | say.

10. He (wonder) if Caroline (change) her mind
about going to the party.
11. If you are going to buy a car, make sure you (take out) no-fault
insurance as well.
12. We (not/ miss) the train providing we (leave)
at once.
13. Whatever he (say), they (not / believe)
him.
14. 1 (tell) you later on whether | (play) Scrabble with
you on Saturday evening.
15. 1 (accompany) you with great pleasure as soon as |
(finish) my report.
16. If the time (be) convenient for you, we (meet)
tomorrow.
17. We (not / start) till he (arrive).
18. Provided he (leave) now, he (miss) the rush
hour.
3aganue 13.
BcraBbre npaBuibHy0 hopMy rinaroina to be, oOparias BHUMaHHE Ha YUCIIO UMEH
CYIICCTBUTCIIbHBIX !
1. Where your trousers?
2. 3 pounds enough to eat out?
3. Tonight, there athleticson TV.
4. Money easy to spend and difficult to save.
5. The formulae difficult to remember.
6. My luggage too heavy to carry.
7. Physics my favourite subject.
8. Measles a common illness.
9. Darts a popular game in England.
10. My phonetics getting better.
11. The bacteria dangerous.
12. The oasis green and shady.
13. Three days too long. You must do it by Monday.
3ananue 14.

IlepeBenuTe Ha AaHTJIMHUCKUU SI3bIK JIAHHBIE TIPEIJIOKECHUS, HCHOJIb3Yys
TepMuHOJIOTHIO To Teme Management:

1. Uto kacaetcst BeeHus OW3HECA, HOBBIM MEHEIKEp OTIea MPOJak U MapKETHHTa HE
MpUEMJIET KOHCEPBATUBHBIX B3I A0B. OH CIOCOOEH CTaBUTh YETKHE 1T, OBICTPO pearupoBath
Ha U3MEHEHUS PhIHKA, OOIIPATh KOMaHAHBIA TyX COTPYAHUKOB.

2. XYZ - nunamuyHasg, ObICTPO pacTyllas KOMITAaHUS MO MPOU3BOACTBY KaHIEISIPCKUX
ToBapoB. B ycnmoBusix XECTKOW KOHKYpEHIIMM HaM HEOOXOIMMO MOCTOSHHO IIPOBOAUTH
WCCJICIOBAHMSI PhIHKA M OBICTPO PearupoBaTh Ha €T0 U3MCHEHHSI.

3. Hama xomnanus 6su1a ocHOBaHa B cepeune 1990-x rogoB, U Mbl OBICTPO pa3BUBAEMCSI
¢ Tex mop. Kommanusi cocToMT U3 5 OTAENOB: aJIMUHHCTPATUBHBIA, (PUHAHCOBBIMH,
MPOU3BOACTBEHHBIN, OTAE] MapKeTHHra M MNpoAak M KaApoBbld oTAen. Hamr nepconan
HacuuThiBaeT cBbime 5000 corpyanukoB. ['onmoBHO# oduc pacnonoxen B Jlongone. Hamm
JIOYEepHUE TMpeanpusaTus Haxonxarcs B Mwunane u bepnune. B cnepyromem rogy KOMIIAHUS
IUTAHUPYET OTKPBITH CBOHM (runan B Mockse.
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3ananme 15.
IlepeBenuTe HA aHTJIIMWCKUN SA3BIK JaHHBIC NPEAJIOKECHUS, UCITOJIb3Y s
TepMuHOJIOTHIO IO Teme Management:

1. HegaBHoO coBeT nupektopoB komnanuu Cornerstone Group yCnenrHo mpoBen
neperoopsl ¢ Metrot Co. o cnusHun 3THX ABYX Komnanuid. Komnanus Metrot — npexpacHoe
npuobperenue ais Cornerstone Group.

2. Metrot Co. cnienuanu3upyeTcsi B IPOU3BOJCTBE TOBAPOB ISl JOMA, U B CBOUX
PO3HUYHBIX MarazuHax Mpe/ICTaBIseT LIMPOKU BEIOOP TOBAPOB, @ TOBAPOOOOPOT KOMIAHUH
COCTaBJISIET 4MIIH. €BPO.

3. Komnanus Metrot imMeeT MHOTO TOYEpPHUX NMpeanpuaTuii o Bcer EBporie, a ux
ronoBHoU oduc Haxoautcs B [lapuxke. brarogaps cBoeMy qMHAMHYHOMY CTHITIO 3Ta KOMITAHUS
OBICTPO pearupyeT Ha PbIHOYHbIE U3MEHEHHUS.

3aganue 16.
3amnonHure HpOGGJIbI HaHGOHGG noAXOAAIINMHA TCPMUHAMU U3 CIIMCKA IO TCMC
Management:

To be in charge of, to be promoted to smth, to make smb redundant, demand for, to
seduce customer, to introduce some changes, turnover, staff turnover, a wide range of smth, to

relocate

1. Why does the company have such a rapid ?

2. The company plans 30 employees because
of the reorganization.

3. The company has to its headquarters and most of its
staff to Europe.

4. It was difficult to explain a dramatic increase in the chocolate
biscuit bars in London.

5. He has been working for the company for 3 years and a
senior sales manager.

6. To win the competition it is necessary to in the marketing
strategy of the company.

7. The firm has an annual of $75 million.

8. To increases sales the management of the company has decided to launch a new
promotion campaign, they are sure it will help them to to buy a new
product.

0. In this retail shop you can always find diary
products.

10. He was left the store while the manager was away.

3ananme 17.

PackpoiiTe ckoOKH, UCTIONB3Ys NPAaBUIbHYIO (JOPMY aHIVIMHCKOTO IJ1aronia (BpeMeHa,
WHOUHUTUB, TePYHINH, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOE HAKIIOHEHHE,
MO/1aJIbHbIE TJIaroJibl)

1. Look! Leslie seems (enjoy) herself. It is the first
time | (see) her so happy.
2. There appeared (be) no one in the house. John
(consider/climb) through one of the open windows but decided
against it (not risk/notice). He
(decide/wait) until it (get) dark.
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3. I (mean/paint) the door for ages, but | keep

(forget) (buy) the paint.
4. If you can’t find him at home, try (call) him at the office.
5. Your computer needs (fix). Why
(you / not / have) Nick (fix) it for you? -
I’d rather (see) to it myself than have it (fix).
6. We’d really like (live) in the city center but it’s virtually
impossible (find) a three-bedroomed flat at a price we can afford
(pay).
7. Stop (tease) him, he  doesn’t  enjoy
(laugh) at.
8. The dog appears (be) hungry — you’d better (feed)
it.
0. Her parents regret (allow) Tina
(stay) out late.
10. Look! The wallpaper (come) off the wall! It’s
high time (we / do up) the flat.
11.  Always late? Try (set) your watch five minutes fast.
12.  She certainly mentioned (see) Mark, but I don’t remember
(she/talk) about Vickie.
13. Martha (practice/play) the piano daily for
months, but she seems (make) little progress.
14.  Listen! The review (say): “Tastefully
(decorate), conveniently (locate), and with a wide range

of courses to suit all occasions, this is the perfect meeting place after a hard day’s work”. Why
(not/go) there for dinner?

15.  The witness said he (hear) two shots
(fire) before (see) two men (run) down the street.

16. There is  something  wrong  with  her  bicycle. It’s  time

(she/get/it/mend).

17. It makes (I/feel) really happy (see) old
people (hold) hands.

18.  JK Rowling is reported (receive) an award in
recognition of her achievements.

19. A Roman necklace, which (think/be) worth over
two million pounds, (find) last week by Audrey Perham who

(happen/walk) her dog in the park.
20. Now that we (lose) all the money, it's no use
(say) that it's only my fault.

21. | really hate (go) to the dentist but I don’t think I can

avoid (visit) him this time.
3anpanue 18.

HanummTe pycckue aHanoru TaHHBIX aHTJIHACKUX TepMUHOB 110 TeMe Leadership:
1. to set objectives
2. to communicate objectives to smb
3. to set short-term goals
4. to set achievable goals
5. to formulate clear goals (
5. to attain objectives
6. to encourage, motivate and inspire
7. to monitor and measure the performance of employees
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8. to develop a strategy
9. to manage with empathy, to have empathy with the staff
10. to take ownership of decisions
11. to be entitled to try out new ideas
12. to empower employees
13. to enhance (an enhanced sense of responsibility, an enhanced sense of involvement)
14. to praise and show recognition, to give praise
15. to concentrate on strengths, not weaknesses
3aganue 19.

3arnoyHUTe MPOIYCKH NPAaBUIIbHOM (POpMOH IJ1arosa B MOAXO/SAIIEM BpEMEHH (aKTUBHOU

WJIU TIACCUBHOM (hOPMBI):

1. Joseph Ford, the politician who (kidnap)
last week as he was driving to his office, (release)
unharmed. He (examine) by a doctor last night, and is said to
be in good health. Mr. Ford (find) walking along a small
country lane early yesterday evening. A farmer (see) him, recognized
who (it/be), and (contact) the police. When
his wife (tell) the news, she said: “I’m delighted and relieved that
my husband (find).” Acting on information received, the
police (make) several arrests, and a man

(question/now) in connection with the kidnapping.

2. John expected to get a decent pay rise because he
(work) for the company for many years. He understood that more cars
(sell) by him then by any of his colleagues every year. He

(sell) cars all his life and (know)
exactly what approach to adopt with every customer who (come) in.
3. An Oxford amateur pilot has been proclaimed a hero. “ My son Max

(pester) me for ages to take him up. It was a nice day
so we decided to go sightseeing over Oxfordshire,” said Mr. Smallwood. “Everything

(look) rosy as we (turn) for
home, but then | (notice) that the propeller
(disappear).
4. (the clock/hardly/strike) 5 when
Peter (stick) his head around the door and

(say), “Tea, anyone?”

5. My car (repair) and 1 don’t know when it
(be) ready. I doubt if I (be able) to collect it
before the weekend. | wonder if John (give) me a lift to the party on
Saturday. — Well, ask him once he (get) here.
6. More and more similar cases (argue) in
the courts.
3aganue 20.

HanummTe pycckue aHaloru TaHHBIX aHTJIHACKUX TEPMUHOB TI0 TeMe Recruitment:
1. Candidates for this appointment is graduate, qualified accountant
2. a fully qualified experienced accountant
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3. with an impressive record of success in senior finance appointments in commerce and
industry
. with a good examination track record
. with a proven track record in the financial management of an operating company
. have a high level of professionalism
. have a detailed knowledge of accounting systems
. have in-depth experience in managing ...
. with broad financial management experience
10. proven planning and analytical abilities gained at an operational level
11. an ability to set up and effectively manage whole accounting functions
12. strong technical orientation developed initially within a practice environment
13. a pro-active and innovative approach to financial management
14. a hands on approach

O© oo ~NO O~

3amanmue 21.
3anoHUTE TabNMIly TEpMUHAMHU M3 BOKaOyIsipa Ha TeMy Recruitment:
astute, bright, ealm; clever, easy-going, hard-working, moody, neurotic, punctual, quick-
tempered, reliable, responsible, sharp, slow

intelligence and ability emotional stability conscientiousness
bright calm reliable

3aganue 22.
IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TepmuHOJOTHIO 110 TeMe Marketing:

1. JIro0oit mpOayKT, HakKe TOMOBBIA, MPOXOAUT 4 CTAINU YKU3HEHHOTO IUKJIA:
MPE/ICTABJICHUE HA PHIHOK, POCT, 3PEJIOCTh MPOJIYKTA U CHaJ.
2. [Tepen Tem mpeaCTaBUTH MPOAYKT HA PBIHOK, JIF00Ass KOMITAHUS UCCIISAYET

MOTECHIUATLHBIA PBHIHOK, CTAPAETCS OMPEICIUTh HYK/Ibl MOTPEOUTENEH 1 Ha3HAYAET TAKYIO
LIEHY, YTOOBI JOCTUYb OOJBITNX 00BEMOB MPOJIAK.

3. PykoBoactBo komnannu ABC pemmino paciiupuTs JHHEHKY OpoayKTa. YToOb!I
IPOCTUMYJIMPOBATH COPOC, KOMITaHUS COOMpPAETCs UCIOJIb30BATh «3BE3/1» B PEKJIAMHOM
KOMIIaHUHM HOBOTO OpeHaa. Heo0XoaMMoCTh pacuiupeHus yKe JaBHO BO3HUKIIA, TaK Kak
CYHIECTBYIOIIMN aCCOPTUMEHT YK€ HE IPUBJIEKAET 11EJIEBOM PBIHOK. BeposiTHO, KOMITaHUU
MPUAETCS UCKATh HOBBIE KaHAJIbl PACHIPEICIICHHUS.

3ananme 23.
OO0BeuTe paBUILHBIN TepMUH(bI), OTBETHUB Ha CIIEAYIOMIHE BOMPOock o Teme Marketing:
1.
What does a business adjust to create a brand image for a product?

O The marketing mix

( Price

Product
2.
What is the most important element of the marketing mix?

¢ Price
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C Product

No single element is the most important

3

What does the overall marketing mix of a firm determine?

'
'
'
4

Marketing strategy
Marketing objective

Profit from marketing

Who is protected by consumer protection laws?

Businesses and customers

i
i
5

Just customers

Just businesses

Which of the following is NOT an element in the marketing mix?

i
i
i
6

Price
Profit

Promotion

Where are premium products most likely to be sold?

O In supermarkets

In designer stores

i
7

On market stalls

When is a business most likely to adjust the marketing mix of a product?

If costs change

O If customer needs change
O If management changes
3amanue 24.
CormocTaBbTe TCPMHUHEI 110 TCMC Marketing CJICBA C €ro onpcacICHUCM cnpaBa:
1 | Market a | The company, product, or service with more sales than any other
opportunities company, product etc in its market
2 | Market b | The process of dividing a market into distinct groups of customers
research who have different requirements or buying habits
3 | Market ¢ | A group of customers that share similar characteristics, such as age,
segment income, and social class
4 | Market d | The percentage of sales in a market that a company or product has
segmentation
5 | Market share | e | The activities involved in obtaining information about a particular
market
6 | Market leader | f | Possibilities of filling unsatisfied needs in sectors in which a company

can profitably produce goods or services
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3aganue 25.
[Ipouwnraiite craThio Mo Teme Promotion craTbio U BEIOEPUTE MPABUIIBHBINA TEPMUH,
YTOOBI 3aMONHUTD Kbl ipoben (1-11) uz A, B, C unmu D.

Promotional Discounts are a form of discounts used primarily to 1 a new
product, to try to increase sales of existing products, or to reduce the inventory 2 of
a particular product or products. They can also be employed to 3 customers to place
an extra order, or increase the size of a regular order, so that the order will 4 for a
price reduction. Many companies use this 5 if their products have seasonal
6 and troughs. A promotional incentive is a calculated risk that must generate
a higher level of orders from customers who don’t usually buy in those quantities. If the only result
is to encourage buyers to put a large 7 of discounted products in their
warehouse, and reduce the size of the next few orders until they have sold the discounted product,
then the promotion has failed to 8 the desired results.

When problems — particularly problems of communication regarding the 9 of
the discount — occur during the 10 of a promotion, the person who is managing the
credit (whether the owner or a designated employee) will be spending too much extra time
responding to the oral and written questions of customers. At this point, the credit manager must
put on his or her customer relations hat and move into damage 11 before it becomes
a more serious problem.

1 A) launch B) declare C) install D) proclaim
2 A) point B) rank C) stage D) level

3 A) instigate B) motivate C) provoke D) initiate
4 A) quality B) merit C) attain D) rate

5 A) implement B) application C) movement D) tactic

6 A) peaks B) heights C) tips D) caps

7 A) capacity B) size C) volume D) scope

8 A) convey B) fulfil C) meet D) produce
9 A) characteristic B) nature C) disposition D) spirit

10 | A) course B) path C) route D) track

11 | A) direction B) manipulation C) limitation D) handling

3aganue 26.
ComocTaBbTe TepMHUHBI 10 TeMe Promotion ciesa ¢ ero onpeaeneHnem crpasa:

1 | undercover marketing | a
2 | e-marketing b

using electronic media like email or SMS to promote products
promoting products to target customers, for example, through
addressed mail

persuading people to buy a product or service by announcing
it on TV, radio, or in other media

marketing that spreads from consumer to consumer, often
online

marketing which customers do not realize they are being
marketed to

putting products or references to products in media like films
or video games

3 | direct marketing c

4 | product placement d

5 | viral marketing e

6 | advertising f

3ananmue 27.
OO6BeauTe MPaBUIIHLHBIN MOJATBHBINA TI1aro:
1. When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could c. might d. needn’t
2. The landlord take his responsibilities more seriously.
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a. need b. should to c. ought to d. ought

3. When 1 finish the course next year | speak perfect French.

a. can b. will be able to c. could d. would be able to

4. This company is awful to work for. We account for every minute of the
day.

a. have to b. mustn’t c. are not to d. don’t have to

5. When she was riding in the woods last week, Helen fell off her horse but luckily
she get back on and ride home.

a. could b. would c. was able to d. had to

6. The newspaper the rumour without concrete evidence.

a. shouldn’t have printed c. oughtn’t have printed

b. needn’t have printed d. didn’t have to print

7. You often have to wait for a decision long, ?

a. haven’t you b. don’t you c.aren’t you d. won’t you

8. — Should we hurry? — No, you , We have plenty of time.

a. needn’t to b. haven’t to C. mustn’t d. needn’t

9. They spoke in very low voices but | understand what they were talking
about.

a. could b. might c. was able to d. was to

10.  With our new shampoo, you spend hours caring for your hair.

a. mustn’t b. needn’t c. haven’t to d. shouldn’t

3ananmue 28.
ComnocraBbTe TepMHUHOJIOTHIO 110 Teme International Trade u3 pamMku ¢ onpeaeICHUsIME HIKE.
autarky balance of payments balance of trade barter or counter-trade deficit dumping
invisible imports and exports protectionism quotas surplus tariffs visible trade )GB) or
merchandise trade (US)

1.Trade in goods

2.Trade in services (banking, tourism, insurance and so on)

3.Direct exchange of goods, without the use of money

4.The difference between what a country receives and pays for its exports and imports of goods
5.The difference between a country’s total earnings from exports and its total expenditure on
imports

6.The (impossible) situation in which a country is completely self-sufficient and has no foreign
trade

7.A positive balance of trade or payments

8.A negative balance of trade or payments

9.Selling goods abroad at (or below) cost price

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

12.Quantitative limits on the imports of particular products or commodities

3amanue 29.

ComocraBbTe TepMuHBI 10 TeMe International Trade ciesa ¢ ero onpeeneHreM crpasa:
1.Capacity A.the quality of being stable
2.Profits B.working via independent middlemen (agents and distributors)
3.Stability C.developing foreign-based assembly or manufacturing facilities
4.Distribution channel | D.the ability or power to contain, absorb or hold
5.Indirect exporting E.setting up an export department or even an overseas sales branch
6.Direct exporting which actively uses the company’s own employees
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7.Direct investment F.a network of organizations, including manufacturers, wholesalers
and retailers, that distributes goods or services to consumers
G.excess or revenues over outlays and expenses in a business
enterprise over a given period of time, usually a year

3ananmue 30.

3amosHUTE MPOIYCKH TepMHHaMu 110 Teme International Trade:
1.The pinball machine has developed a
new market in the Middle East.
2. from video games and computers has hit small manufacturers.
3.Vincenti puts using a good at the top of his
lessons learned list.
4.When you’ve time, effort and money in making an export sale, you
want to get .
5.0ther lessons learned centered on .
6.You should be prepared to your product
to meet local :
7.Would-be exporters should make a firm to export.

8.A final lesson is to remember that appearances can be

TUIIOBBIE 3AJIAHM S U151 IIPOBEPKU COOPMHUPOBAHHOCTH 3HAHU JUJTA TIK-7

3aganue 1.
IIpounTaiite TekcT Ha Temy PopMbl OM3Heca, codepuTe M MPOAHAIU3NPYHTE
HH(OPMALHIO O CJIeYIOLeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB M 33JJaliT€ NX BalllEMy TOBApUIIy, 3aTEM OTBETHTE Ha
€ro BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxxute MHeHUe 0 mpouynTaHHOM. CooOIIUTE N3BECTHBIE BaM JOMOJIHUTEIbHBIC CBEICHHS.
[Ipusenute mpumepsl, HakTbl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

Success

Catherine Ng established an electronic watch company with 6 employees in 1979. The
company now has over 500 employees. Read the interview with the businesswoman.

What factors have made your business successful?

First of all, the advent of LCD watch technology in the 1970-s created a vast opportunity
for us. Although the Swiss were the first to develop a quartz watch, the support of the Swiss
manufactures was not strong as they overlooked the phenomenal growth potential of the market.
They believed their mechanical excellence would keep them leaders of the industry and that the
quartz watch was only a gimmick and it would soon fade out. In fact this poor judgment led to the
downfall of some companies. As demand was greater than supply, therefore it wasn't difficult for
me to get entry to the market when | first set up my company. At the end of the first year the
number of employees increased to 20 and we moved from office premises to a factory. Our floor
space increased from the original 600 sg. ft. to 2000 by the end of the first year and the company
grew more than tenfold in the next five years.

And then a few years later, prices started to become very competitive as the retail market
became saturated .So | had to think about certain strategies to tackle this problem. | had to think
up a short-term strategy and develop some long-term planning. Like all our competitors, we
developed new products such as giftware and luxury items. For example, we designed products
with a time device in them and customers could print their logo on the product for promotional
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purposes. However competition became severe. It reached a point that any product which had a
time module in it became less valuable.

In the short term we had to cut our costs. However for certain customers who are less price
conscious, | was able to upgrade the quality of our products, for example by offering better
batteries, a longer warranty. We did not want our customers to think we were ripping them off of
course if we charged a higher price. For customers who were less focused on quality we had to
reduce our prices. In the end our customers thought that our company offered quality products,
which were value for money while most of our competitors struggled for survival and cut prices
in a very competitive market. Some were even forced out of the market.

On the other hand, we also switched our capacity to producing clocks, cutting our watch
production and training our workers to assemble clock product. Watch production was based on
an assembly line. Well we bought components from suppliers and assembled the watches. Clock
products involved more components and we had to make them in house and the company started
to install machinery, hire designers and the work flow became more sophisticated and today we
have become one of the best known manufacturers in the world, with 1SO 9001 certification.

What are the crucial factors behind your success?

The critical factors of our success, | would say, were our vision and our strategic planning.
From time to time we utilize management tools such as SWOT analysis to review our situation
and make necessary adjustments. Furthermore, we have made use of the Internet to promote our
products, for example we used an e-catalogue to start with, and lately we have developed a
customer relationship management system.

If 1 was asked what advice | would give to people looking for success in business, well, |
would say: be well prepared. Seize an opportunity ones it emerges and finally stay open-minded
as business can be developed by individuals, alliances, partnerships and joint ventures.

3aganue 2.
IIpouuraiiTe TeKCT HA TeMy YPOBHHM U c(hepbl ypaBJjeHHs, codepurTe
NPoaHAJIU3UPYHTe HHPOPMALIUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BBITEKaeT U3 COICPIKaHUsL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHEHHE 0 TpoYnTaHHOM. COOOIINTE N3BECTHBIE BaM JIOTIOJHUTEIbHbIE CBEICHUS.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC ONKUCHIBAEMBIM B TEKCTE.

Peter Drucker, the well-known American business professor and consultant, suggests that the work
of a manager can be divided into planning (setting objectives), organizing, integrating (motivating
and communicating), measuring performance, and developing people.

First of all, managers (especially senior managers such as company chairmen and directors) set
objectives, and decide how their organization can achieve them. This involves developing
strategies, plans and precise tactics, and allocating resources of people and money. Secondly,
managers organize. They analyze and classify the activities of the organization and the relations
among them. They divide the work into manageable activities and then into individual tasks. They
select people to perform these tasks. Thirdly, managers practice the social skills of motivation and
communication. They also have to communicate objectives to the people responsible for attaining
them. They have to make the people who are responsible for performing individual tasks form
teams. They make decisions about pay and promotion. As well as organizing and supervising the
work of their subordinates, they have to work with people in other areas and functions. Fourthly,
managers have to measure the performance of their staff, to see whether the objectives set for the
organization as a whole and for each individual member of it are being achieved. Lastly, managers
develop people — both their subordinates and themselves.
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Obviously, objectives occasionally have to be modified or changed. It is generally the job of a
company’s top managers to consider the needs of the future, and to take responsibility for
innovation, without which any organization can only expect a limited life. Top managers also have
to manage a business’s relations with customers, suppliers, distributors, bankers, investors,
neighbouring communities, public authorities, and so on, as well as deal with any major crises
which arise. Top managers are appointed and supervised (and dismissed) by a company’s board
of directors.

Although the tasks of a manager can be analyzed and classified in this fashion, management is not
entirely scientific. It is a human skill. Business professors obviously believe that intuition and
‘instinct’ are not enough; there are management skills that have to be learnt. Drucker, for example,
wrote in his book “An Introductory View of Management” that ‘Altogether this entire book is
based on the proposition that the days of the “intuitive” manager are numbered,” meaning that they
were coming to an end. But some people are clearly good at management, and others are not. Some
people will be unable to put management techniques into practice. Others will have lots of
technique, but few good ideas. Outstanding managers are rather rare.

3ananue 3.

IIpouuraiite TekcT HAa TeMy OpraHu3auoOHHbIE CTPYKTYPbI, coOOepuTe U

NPoaHAJIU3UPYHTe HHPOPMALIUIO O CJIeYIOLIEeM:

1. Ckaxute, Kakhue BOIIPOCHI PACCMATPHUBAIOTCS B TEKCTE.

2. CkaxuTe, Kakas mpobseMa BBITEKAeT U3 CONEPKaHMS.

3. IloctaBbTe K TEKCTYy HECKOJBKO BOMPOCOB M 33JlaiiT€ MX BalleMy TOBApHILYy, 3aT€M
OTBETHTE HA €TI0 BOIIPOCHI.

4. [lonTBepAUTE TOUKY 3PEHMSI, 3II0KEHHYIO B TEKCTE, UCIOJIb3YSl COOCTBEHHBIN MpPUMED.

5. BreIcka)kuTe MHEHHE O MMPpOYUTAHHOM. COO6LLII/ITC HU3BCCTHBIC BaM AOIIOJTHUTCIBHBIC
ceegenus. [IpuBeaurte nmpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

No business can continue to function in the same way forever. Companies that refuse to
change with time risk losing their competitive edge, their market share and consequently their
profitability. To survive and remain competitive in the fast evolving business environment
companies need to be responsive, flexible, capable of anticipating and managing change. This
continuous adjustment to change is commonly referred to as “restructuring”. Restructuring occurs
— or should occur — when the organization can no longer meet the needs of the business. There is
a doctrine in business planning that structure follows strategy; the organization's structure should
be aligned to fit its strategic needs. When strategies change, then the structure must adapt.

Restructuring leads to changes in the organizational setup, it can take many forms and
involve a change in a company's structure, strategy, policies, procedures, or culture. It can be
massive, affect an entire enterprise and might take years, e. g. it took Toyota company 15 years to
change its organizational structure, or may affect a few employees within one department. In any
case, regardless of the type and scope, organizational change means letting go of the old ways in
which work is done, and adjusting to the new ways.

One of the most powerful drivers of change involving enterprise restructuring is
globalization. As the 21 century unfolds, the significance of national economies is declining.
Globalized markets aren't only expanding business opportunities, they are also intensifying
competitive pressures. To succeed in the current economic climate, companies need to think and
act globally. 1t means exploring new markets, diversifying into new areas, reaching out to new
groups of consumers, which in its turn means competing with bigger players on the world trade
arena. This current trend towards the liberalization of markets is the main reason behind
restructuring. To remain competitive companies shift from old recruitment and personnel
management practices. Traditional management structures were bureaucratic and hierarchical.
Now management experts see wisdom in flatter organizations with wider roles and responsibilities
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for each member of the team. Job flexibility and empowerment are key features of new structures,
but successful implementation requires changes in the communication and reporting policies of
the organization. While new enterprises can start with these paradigms, old companies have to
restructure themselves. New methods of work, for example outsourcing of certain tasks by
subcontracting self-employed people, telecommuting or adjusting work hours by employing some
people only for the days when there are work peaks require new methods and practices and it can
also trigger restructuring and organizational changes.

Rapid technological change, new communication and information technologies,
innovations in materials and work processes may require restructuring to keep up with the times.
Companies, whose technological base and expertise are obsolete, are driven out of the market.

Organizational change is often a response to changing demographics. The increasing
presence of women and minority groups, ageing of the population, especially noteworthy in
industrialized economies, have led to the development of new work practices, e.g. work
arrangements such as flexible hours and job sharing are becoming more popular. Companies need
to reconsider benefits and compensations which are more suitable for women and elderly people,
to offer different pension plans and devise new strategies to retain employees.

In many cases the need to restructure originates from poor management practices, such as
a short-term focus or failure to anticipate future needs, poor marketing strategy, profit losses,
financial constraints, inability to adapt and find new markets, high employee or production costs.

3ananmne 4.
IIpouuraiite TekcT HA TeMy MeHeI:KMEHT, co0epuTe ¥ MPOAHAJIN3UPYITE
HHGOPMALHIO 0 CJIeAYIOLIeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BbITEKaeT U3 COICPIKaHUSL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUSI, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMED.
5. Brickaxxure MHEHHUE O MMPOYHUTAHHOM. COOGH.II/ITG HU3BECTHBIC BaM AOITOJIHUTCIIBHBIC CBCIACHU .
[TpuBenuTe mpumepsl, GakThl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

The legendary chairman of GE, management theorist, strategic thinker, and corporate icon who
made it to the top despite his working-class background. If leadership is an art, then surely Welch
has proved himself a master painter.

“The two greatest leaders of this century are Alfred Sloan of General Motors (GM) and Jack Welch
of General Electric (GE)”, - says Noel Tichy, a longtime GE observer and University of Michigan
management professor. “And Welch would be the greater of the two because he set a new,
contemporary paradigm for the corporation that is the model of the 21 century.”

Jack Welch was 45 when he took control of the company that documented sales of just under $ 28
billion, and an estimated market value of around $ 14 billion. When Welch retired in 2001, the
company's estimated market value was $ 410 billion. When the legendary manager took over as
CEO in 1981 it was a slow-moving old-line American industrial giant with 9 layers of management
which he transformed into a keenly competitive global corporation. Welch reshaped the company
through more than 600 acquisitions and a forceful push abroad into newly emerging markets.

How was he able to wield so much influence and power over one of the most complex
organizations in all of American business? Many managers struggle daily to lead and motivate
mere handfuls of people. Many CEOs wrestle to squeeze just average performance from
companies a fraction of GE's size. How did Welch, who sat atop a business empire with $ 304
billion in assets and 276 000 employees in more than 100 countries, do it?
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He did it because he believed that any component of the company had to be profitable.
Productivity, efficiency and profitability were the optimum words of the day. If employees failed
to be productive, they were relieved of their duties. If a division was of no value, it was discarded.

He did it because he was and he is and has always been a fierce believer that people are company's
most valuable asset. “You build the best team, you win. Hire the right people, hire the best. Human
capital determines the long-term success of any company”.

He did it because he created something unique at a big company: informality. Making the
company informal means violating the chain of command, communicating across levels, paying
employees as if they worked not for a big company but for a demanding entrepreneur where
everyone knows the boss. Everyone, from secretaries to factory workers called him Jack. Every
week there were unexpected visits to plants and offices, hurriedly scheduled lunches with
managers several layers below him. “We are pebbles in the ocean, but he knows about us,” — said
Brian Nailor, fortysomething marketing manager of industrial products.

He did it through sheer force of personality, coupled with passion for winning the game of
business. “The world will belong to passionate, driven leaders...”

Jack Welch may have come from very humble beginnings, but he faced the challenge and rose to
become one of the most influential CEOs of all time. He has written several bestselling books on
management and recently founded the Jack Welch Management Institute. His trademark *“the
Welch Way” has become an online MBA program and he is frequently called upon as a
commentator for various business programs on television. Welch is an example for many, and he
has the exact traits needed to be close to perfection as a manager.
3ananme 5.

IIpouuraiite TekcT HA TemMy JIMJaepCcTBO U JIHIEPCKUE KaYeCcTBA, cOOepHuTe U

NPOoAaHAJIU3UPYHTe HHPOPMALIUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. CkaxuTe, Kakas mpobieMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUSI, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMeED.
5. BrickaxxuTe MHEHUE O MMPOYHUTAHHOM. COOGLLII/ITG HU3BCCTHBIC BaM AOITOJIHUTCIIBHBIC CBCIACHU .
[TpuBenuTe mpumepsl, GakThl, TOJOOHBIC OMMUCHIBAEMBIM B TEKCTE.

Leadership is needed at all levels in an organization. It is likely, however, that the
leadership qualities required by a supervisor or manager are not the same as those required by the
chief executive of a company. It is, therefore, difficult to define leadership satisfactorily.

A typical definition is that the leader “provides direction and influences others to achieve
common goals.” This is true in the case of supervisors and managers, but is it a good definition of
the leader of an organization? A chief executive must indeed give “direction’ but he must do much
more than that. He has to create ‘a sense of excitement’ in the organization, and convince staff that
he knows where the business is going. In addition he must be a focus for their aspirations. As Peter
Drucker, the American writer, says, ‘Leadership is the lifting of a man’s vision to higher sights,
the raising of a man’s performance to a higher standard, the building of a man’s personality
beyond its normal limitations.”

An important analysis of leadership has been made by Fred Fielder, Professor of
Psychology and Management at the University of Washington. For over twenty years, he has
carried out research into effective leadership in a number of organizations — businesses,
government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.
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Task-motivated leaders ‘“tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight ship’,
give clear orders and expect clear directives from their superiors. This does not mean that they
show no concern for other people. But their priority is getting the job done.

Relationship-motivated leaders are more people-oriented. They get their satisfaction from
having a good relationship with other workers. They want to be admired and liked by their
subordinates. Such leaders will share responsibility with group members by encouraging
subordinates to participate in decisions and make suggestions.

Throughout his work, Fred Fiedler emphasized that both styles of leadership could be
effective in appropriate situations. There was no best style for all situations. Effective leadership
depended on matching the leader to the task and the situation.

In a book called The Winning Streak, the authors studied leadership in some top British
companies. The managers of those companies believed that effective leadership was a crucial
factor in their organizations’ success.

The authors were able to identify some characteristics of the chairmen and chief executives
of the companies, which made them good leaders: firstly, the leaders were visible’. They did not
hide away in some ivory tower at Head Office. Instead, they made regular visits to plants and sites,
toured round their companies and talked to employees. Leaders made their presence felt. There are
some fascinating examples of this practice. Sir Hector Laing, Chairman of United Biscuits, travels
around his company with a jug of orange juice. He uses this to show employees how the company
profits are divided up between employees, reinvestment, dividends, tax etc. Lord Sieff, Chairman
of Marks and Spencer until 1984, kept close contact with his staff. Once, when there had been
heavy snowfalls, he drove from London to Chatham — a long way — from just to thank sales
assistants for turning up in spite of the weather. Lord Sieff had the habit of making telephone calls
every Saturday, at about 5 p.m. to a few stores, chosen at random. He wanted to know how the
day’s trading had gone. No doubt, by doing this, he kept the staff on their toes. And he showed
them that the Chairman had not forgotten them!

Another example of being “visible’ is provided by Brian Nelson, group Managing Director
of Bulmer, the cider-making firm. Every six months, he goes out in a lorry which delivers cider,
and works as the lorry driver’s mate. This gives him the opportunity to learn about the delivery
service, and to talk frankly to employees about problems.

Besides being visible, the leaders of these top companies provided a ‘clear mission’. In
other words, they knew where the organization was going and persuaded staff to follow them.
Sometimes, they spelled out the mission in a written statement. For example, Saatchi and Saatchi,
the advertising group, include a statement of their principles in all annual reports. The statement
says that Saatchi and Saatchi must be “sharp in the definition of their long-term objectives.” And
the documents also cover matters like employees, clients, creativity, market position and
profitability.

Finally, successful organizations have clear values. And it is the job of the leader to show
what they are. As Douglas Strachan, Managing Director of Allied Lyons Beer Divisions, says,
“You have to keep telling people your values. If you repeat it often enough, it does go down the
line.” Thus, the leader is not only someone who ‘lifts aman’. He/She must also protect and promote
the organization’s values.

3aganue 6.
IIpounTaiite Texkcr Ha Temy Ilondop nepconana, codepute U NpoaHAIM3HPYHTE
HH(OPMALHIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
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5. Beickakute MHEHHE 0 TpoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIOTIOJIHUTENIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

HOW TO SELECT THE BEST CANDIDATES — AND AVOID THE WORST
(by Adrian Furnham)

Investing thousands of pounds in the recruitment and training of each new graduate recruit
may be just the beginning. Choosing the wrong candidate may leave an organization paying for
years to come.

Few companies will have escaped all of the following failures: people who panic at the
first sign of stress; those with long, impressive qualifications who seem incapable of learning;
hypochondriacs whose absentee record becomes astonishing; and the unstable person later
discovered to be a thief or worse.

Less dramatic, but just as much a problem, is the person who simply does not come up to
expectations, who does not quite deliver; who never becomes a high-flyer or even a steady
performer; the employee with a fine future behind them.

The first point to bear in mind at the recruitment stage is that people don’t change.
Intelligence levels decline modestly, but change little over their working life. The same is true of
abilities, such as learning languages and handling numbers.

Most people like to think that personality can change, particularly the more negative
features such as anxiety, low esteem, impulsiveness or a lack of emotional warmth. But data
collected over 50 years gives a clear message: still stable after all these years. Extroverts become
slightly less extroverted: the acutely shy appear a little less so, but the fundamentals remain much
the same. Personal crises can affect the way we cope with things: we might take up or drop drink,
drugs, religion or relaxation techniques, which can have pretty dramatic effects. Skills can be
improved, and new ones introduced, but at rather different rates. People can be groomed for a job.
Just as politicians are carefully repackaged through dress, hairstyle and speech specialists, so
people can be sent on training courses, diplomas or experimental weekends. But there is a cost to
all this which may be more than the price of the course. Better to select for what you actually see
rather than attempt to change it.

3aganue 7.

IIpounTaiite TekcT Ha Temy MapKeTHHTI, co0epuTe U NPOAHAJIU3HPYiTe

HH(OPMALUIO O CJIeYIOLIeM:

1. Ckaxure, Kak1e BOIIPOCHl paCCMATPUBAIOTCS B TEKCTE.

2. Ckaxkure, Kakas mpobjaemMa BbITEKAET U3 COJCPIKAHMS.

3. IlocTtaBbTe K TEKCTYy HECKOJIBKO BOIIPOCOB M 3aJaiTe MX BalleMy TOBapHILy, 3aTeM
OTBCTHTC HA €TI0 BOIPOCHI.

4. IloaTBepAMTE TOUKY 3PEHUS, U3JIOKEHHYIO B TEKCTE, UCIOJIB3YsI COOCTBEHHBIN IPUMED.

5. BreIckaxxuTe MHEHHE O IMPOYUTAHHOM. COO6H_II/ITC HU3BECTHBIEC BaM OOIIOJTHUTCEIBHBIC
ceenenus. [IpuBenute npuMepsl, (pakThl, M010OHBIE OMUCHIBAEMBIM B TEKCTE.

GOING VIRAL
Six years ago, ad executive Ed Robinson carried out an experiment. He spent $10,000 to produce
a humorous video about a man who meets an explosive end while inflating a child’s raft. He
attached his firm’s Web address to the clip and emailed it to five friends. Then he waited.
By the end of the week, more than 60,000 people had seen the twelve-second video, Robinson
says. The video had “‘gone viral’, passing from Robinson’s friends to their own friends and from
there to blogs and sites across the Web. Within three months, Robinson’s Web site received 500,
000 hits.
For Robinson, the traffic was confirmation that the video and others like it could create a buzz and,
in turn, make big bucks. ‘I was trying to prove a point: if you entertain your audience, they will
get it and the viral mechanism will make the audience come to watch you.’
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Cashing in. Companies have gotten the message. Lured by the prospect of reaching
millions of consumers without also spending millions of dollars for television air time or space in
print media, companies have shifted more ad dollars to the Net. Video viral marketing — so named
because it relies on computer users to spread commercials from person to person — has expanded
from a negligible piece of the advertising pie to a $150 million industry researchers estimate.

Victim of its own success. However, viral marketing has become a victim of its own
success. As more ads and user-created videos go online, getting ads to go viral has become
increasingly difficult. Whereas these ads were once relatively rare, they now have to compete with
millions of other video clips. Companies need to spend more to give their message an edge. Today,
Robinson’s London company, the Viral Factory, charges $250,000 to $500,000 to create ads he
guarantees will reach a wide audience.

Video sites. Not only do advertisers need to spend more to make the ads, but increasingly,
they’re having to pay to get them seen in the first place. Rather than waiting for new videos to
drop into their mail boxes, users are now going to sites like YouTube for entertainment. Many of
the hundred or so video sharing sites still don’t charge for posting videos: they fear that too many
ads will drive away audiences and stifle user-created content. After all, users go to these sites to
see the videos most people find interesting, not ones some company paid to place. However, the
largest and most popular sites, like YouTube, which shows about 100 million videos daily, already
sell some spots, though they won’t disclose advertising fees.

Going mainstream. It makes sense that video-sharing sites are wary of turning off users
with too many ads. Neither the sites nor advertising companies want virals to become the new
online spam. Still, with people spending more time on the Net, and many using video-friendly
high-speed connections, it seems highly unlikely that viral video advertisements will become
mainstream before long. And, as competition for online user attention increases, companies will
be forced to do more to ensure their ads are watched. That in turn could encourage Web sites to
charge more for spots. The bar has been raised.

3ananue 8.

IIpouuraiite Tekct Ha Temy IIpoaBukeHue OpeHaa HA PbIHKe, cOOepUTE U

NPOoaHAJIU3UPYHTe HHPOPMALIUIO O CJIeYIOLIEeM:

1. Ckaxute, Kakhue BOIPOCHl PACCMATPHUBAIOTCS B TEKCTE.

2. CkaxuTe, Kakas mpobseMa BbITEKAeT U3 CONEPKaHMS.

3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 33/1aiiTE UX BallleMy TOBApPHIILY, 3aTEM
OTBETHTE HA €TI0 BOIIPOCHI.

4. TlonTBEepANTE TOUKY 3pEHUS, U3JIOKEHHYIO B TEKCTE, UCITONIB3Ys1 COOCTBECHHBIN
HpHUMeEP.

5. BeickaxuTe MHeHHE 0 TpoynTaHHOM. CoOOIINTE N3BECTHBIE BaM JIOTIOJIHUTEIbHBIE
ceenenus. [IpuBenute npuMepsl, (pakThl, M010OHBIE OMUCHIBAEMBIM B TEKCTE.

WHEN A FOUNDER STEPS DOWN

Handing over the family business often sets off a bitter feud. Tony Bogod, a family-firms
consultant, regularly asks psychologists for help. *Although I trained as an accountant, | now find
myself working more with feelings than with figures,” he says. ‘I really need a leather couch in
my office.” One owner-manager had handed over the running of his printing business to two sons.
But the brothers fought furiously. Bogod says: ‘One day the father phoned me in tears, saying, “all
I want is for them to be happy.” This case follows a general trend for fathers who pass their
businesses to sons. ‘Father-son succession is much harder than father-daughter,” says Bogod.
‘When a son goes into the business, it is about proving himself, being competitive, and wanting to
make his father proud. But with a daughter, it is about support and wanting to be there for him.’
Bogod believes that starting an early discussion about passing on the business is the key to a
successful handover. Even though talking to parents about retirement is hard, you should start
doing it ten years before they retire.
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Barbara Murray, a family-business expert, believes that failing to talk is not the only pitfall. ‘A
common mistake that people make’ says Murray ‘is that when they are nervous about who is going
to be the next leader they try to solve the problem very quickly without exploring it properly. So
it’s automatically the oldest son or the daughter with the business degree who gets the company.
What they should really do is have an honest look at what the business needs, then find someone
who is not directly involved in the firm. The outsider can say if the skills the business needs are in
the offspring.’
Before making a final choice, owner-managers should consider another factor, says Andrew
Godfrey of Grant Thornton, the accountant. “You need to know what you want to do with your
business before you select a successor. Until you know where the business is going, you don’t
know what kind of leader you need-is it a cost-cutting man or a marketing man?’
Leaving the decision on succession to the board spells trouble says Godfrey. ‘If you don’t choose,
you’ll end up with a committee. Rule by committee is disastrous. Nothing happens, you get a
business vacuum and the firm drifts.” Many families fall out when the company founder stays on
past retirement, says Godfrey. ‘There has to be a plan about how the older generation is going to
exit the business. To do this they need to have enough money outside the company to make
themselves financially independent.’
But choosing a successor is just too hard for a lot of owner-managers. ‘The classic mistake is the
father who retires and just cannot tell his children who is going to be managing director. He says,
‘you can sort it out when | am dead.” This will keep a lid on it while he is alive. But as soon as he
dies, you can be sure that the family will have its own version of world war three.’
3ananmue 9.

IIpouuraiite TeKCT HA TeMy BHelIHsAS TOProBJifi, COOepPUTE U MPOAHATUZUPYIITE

UHGOPMaALHIO 0 CJIeaYIOLIeM:

1. Ckaxute, Kakie BOIPOCHl PACCMATPHUBAIOTCS B TEKCTE.

2. CkaxuTe, Kakas mpobieMa BBITEKAeT U3 COEPKaHMS.

3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 33/1aiiTE UX BallleMy TOBApPHIILY, 3aTEM
OTBCTHTC HA €TI0 BOIPOCHI.

4. TlonTBEepANTE TOUYKY 3pEHUS, U3JIOKEHHYIO B TEKCTE, UCIIONIB3Ys1 COOCTBECHHBIM
pumep.

5. BeICKakxuTe MHEHHE O IMPOYUTAHHOM. COO6I_HI/ITC N3BECTHBIC BaM AOIIOJITHUTEIBHBIC
ceenenus. [IpuBenute npuMepsl, (pakThl, M010OHBIE OMUCHIBAEMBIM B TEKCTE.

PINBALL WIZARD LEARNS FROM MISTAKES

At Chicago-based Eisenhart Games, Daryl Vincenti is known as “the export wizard’. Over the last
three years, the pinball machine manufacturer has developed a profitable new market in the Middle
East. “Times are hard for pinball in the US’, says Vincenti. ‘Competition from video games and
computers has hit small manufacturers like us really hard, so we have to find new markets.’
Eisenhart now has some 35% of a growing Middle East market, but it hasn’t been easy. ‘We made
a lot of mistakes at the beginning,” confesses Vincenti, ‘but we learned fast. We’re now starting to
work in South East Asia, and things are much easier because we’ve taken important lessons on
board in the Middle East.’

Vincenti puts using a good credit agency at the top of his lessons learned list. When you’ve
invested time, effort and money in making an export sale, you want to get paid! After wasting a
lot of time chasing payments, a friend introduced me to Nehling and Hynes. We learned that by
using a credit agency to check out your customer’s creditworthiness and to insure against non-
payment, you can make export virtually risk-free.

Other lessons learned centered on adaptability. ‘Be flexible: you have to learn to think
outside the box,” says Vincenti. ‘And don’t assume that what works well in your domestic market
will automatically go down well in another. You should also be prepared to modify your product
specification to meet local conditions, and to focus on different aspects of the marketing mix. In
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the Middle East, for example, price is not everything. We started out trying to sell on price: we
soon learned that over there, image, quality and service are all more important.

Vincenti also stresses that would-be exporters should make a firm commitment to export,
but focus on one market, rather than trying to sell all over the world.

“You don’t succeed in export markets by giving them a couple of hours a week when things
are slow at home. You have to put in a lot of time, get out there and meet your customers, and
manage your local distributors proactively — if you don’t, it’s “game over”.” Eisenhart learned the
hard way when they signed an exclusive deal with an agent in the Gulf; at the end of the first year,
sales were zero, and the agent had disappeared without trace.

A final lesson is to remember that appearances can be deceptive, warns Vincenti: ‘One day
we received a 15-word fax in approximate English from what seemed to be one man and a camel
somewhere out in the desert. We thought it was a joke, but a week later we decided we should
answer it anyway. They’re now our biggest customer.’

3aganue 10.

IIpouuTaiiTe 3KOHOMHYECKYIO CTATHIO H OTBETHTE HA CJleyIOLHEe BONPOCHI:

1. Ckaxute, Kakhe BOIPOCHI pACCMaTPUBAIOTCA B CTaThE.

2. CkaxuTe, Kakas mpobseMa BBITEKAeT U3 CONEPKaHMS.

3. 3amaiiTe K CTaTh€ HECKOJBKO BOMPOCOB M 3aJaiiT€ WX BallleMy TOBapHILy, 3aTEM
OTBETHTE HA €TI0 BOIIPOCHI.

4. [loaTBepAUTE TOUKY 3PEHMUS, U3JI0KEHHYIO B CTaThe, UCMOJb3YsI COOCTBEHHBIN IPUMED.

5. Beickaxkute MHEHHE O MpoyuTaHHOM,. COOOIIUTE W3BECTHBIC BaM JOMOJTHHUTEIHHBIC
ceegenus. [IpuBeaure nmpumepsl, hakThl, MOJOOHBIE OMMCHIBAEMBIM B CTaThe.

6. lTlomymaiiTe, kKak W TJe BBl MOXETE€ HCIOJb30BaTh W3BICYCHHYIO M3 CTAaTbU
nHpOopMaIuio.

7. Omnpenenute, HYXKHO JHM BaM Oojee JeTalbHO O3HAKOMHUTBHCS C TEKCTOM ISt
WCIIOJIb30BAaHUS  TIOJyYeHHOW WHpoOpManuu B Bamed Oyaymed  npodecCHoHaTbHOU
NeSITETbHOCTH.

The Case for Chain Mud Pump Drives

There are literally thousands of oil field mud pumps running today by chains and sprockets,
and many by V-belts. In most cases it is no accident that a particular pump is driven the way in is.
Different types of installations require different means of powering in order to get the most
economical operation. Our purpose in getting into this subject is to outline the areas of use where
chain drives are particularly advantageous. The primary consideration is total cost per horse-
power-hour. Initial cost is part of this, but also included are moving costs and maintenance costs,
including down time.

If we were to drive a pump mounted on a steel frame upon which the prime mover was
also carefully mounted, alignment would be no particular problem, and advantage could then be
taken of a chain drive with its smaller space requirement, lighter weight, and lower cost per
horsepower-hour. Because offshore equipment, inland barges, and also many land rigs are
arranged with unitized construction, chain drives are used predominantly in this type of
application.

However, a pump skidded by itself on the ground is subject to drive misalignment. Even
though there is more cost in providing a motor takeup mounting and more massive components
for the V-belt drive, ins ability to accept greater misalignment than a chain drive results in service
life which makes in more economical in this particular instance. Finally, when a prospect has been
identified and evaluated and passes the oil company's selection criteria, an exploration well is
drilled in an attempt to conclusively determine the presence or absence of oil or gas. Oil
exploration is an expensive, high-risk operation. Offshore and remote area exploration is generally
only undertaken by very large corporations or national governments. Typical shallow shelf oil
wells (e.g. North sea) cost USD$10 - 30 million, while deep water wells can cost up to USD$100
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million plus. Hundreds of smaller companies search for onshore hydrocarbon deposits worldwide,
with some wells costing as little as USD$100,000.

3aganue 11.

IIpouuTaiiTe 3KOHOMHYECKYIO CTATBIO H OTBEThTE HA CJedyI0lIHe BONPOCHI:

1. Ckaxure, Kak1e BOIIPOCHI PACCMATPUBAIOTCS B CTAaThE.

2. Ckaxkure, Kakas mpobjaemMa BhITEKAET U3 COJCPIKAHMS.

3. 3ajmaiiTe K CTaTbe HECKOJIBKO BOIIPOCOB M 3a/JaiiTé MX BalleMy TOBAapHILy, 3aTeM
OTBETHTE HA €0 BOMPOCHI.

4. IloaTBepauTE TOUKY 3PEHUS, U3JI0KEHHYIO B CTaThe, UCIOJIB3YsI COOCTBEHHBIN MPUMED.

5. Bbickaxute MHEHHE O IMPOYUTAaHHOM,. COoOOLIUTE U3BECTHBIE BaM JONOJIHUTEIbHBIC
ceenenus. [IpuBenute mpumepsl, (pakThl, MOT0OOHBIC OMTUCHIBAEMBIM B CTaTheE.

6. Ilomymaiite, kKak W TJ€ BBl MOXCETE€ HCIOJb30BATh H3BJICYCHHYIO M3 CTATBH
UH(OPMALIHIO.

7. Omnpenenute, HYXXKHO JM BaM Oojee JE€TalbHO O3HAKOMHUTBCS C TEKCTOM ISt
UCMOJIb30BaHUSl  MOJNy4YeHHOW MH(OpManuu B Bamed Oyaymeld  npodeccHoHanbHOM
NESITEbHOCTH.

Proper tool is a good investment

Pump-part manufacturers provide other tools to allow users to extract maximum cost from
mud-pomp parts. A hydraulic valve-seat puller, for example, is almost a necessity for high-
pressure pumps. The cost of damage that can be done by truing to «torch out» a seat will typically
pay for a good hydraulic tool. And the tool can serve for many years. A knocker should be used to
remove pistons from roads; a single hammer «ding» on a rod can mean premature failure with
related lost time and expense. Install rod packing according to instructions. Different kinds of
packing require different tightening procedures for proper operation. And all parts manufactures
agree that matching springs, seats, and valves should be used.

Valves and seats do not all weigh the same and hence demand different springs to match
opening pressures. When to replace? Ideally, of course, parts should be replaced just before failure.
When pump pressure falls, it’s too late! This means the best way to insure optimum part and pump
life-achieve minimum operating costs coupled with maximum pump efficiency-and make sure
there is always at least one mud pump working is to: (a) keep accurate records of operating hours,
and (b) inspect often those parts readily accessible. Various types of elapsed time recording devices
are available; when drilling is critical, the cost of even the most expensive us virtually
inconsequential compared to having to stop drilling.

A final note. Pump-part technology is very advanced and proven. Manufacturers have had
experience in almost all environments and working conditions, and their help can be significant.
But the only group who ultimately can design and implement effective mud-pump-part programs
are those on the rig. The accompanying check-list may help.

3ananme 12.
HpormTaﬁTe TEKCT, OTBETHTC HA BOIIPOCEHI 110 €I'0 COACPKAHHUIO U BBIIIOJTHUTC 3aaHNC ITOCIIC
TEKCTA.
Market and Command Economies
Economics is a science that analyses what, how, and for whom society produces. The central
economic problem is to reconcile the conflict between people's unlimited demands with society's
ability to produce goods and services.
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In industrial Western countries markets are to allocate resources. The market is the process by
which production and consumption are coordinated through prices.

In a command economy, a central planning office makes decisions on what, how, and for
whom to produce. Economy cannot rely entirely on command, but there was extensive planning
in many Soviet bloc countries.

A free market economy has no government intervention. Resources are allocated entirely
through markets.

Modern economies in the West are mixed and rely mainly on the market but with a large dose
of government intervention. The optimal level of government intervention remains a problem
which is of interest to economists.

The degree of government restrictions differs greatly between countries that have command
economies and countries that have free market economies. In the former, resources are allocated
by central government planning. In the latter, there is not any government regulation of the
consumption, production, and exchange of goods. Between the two main types lies the mixed
economy where market and government are both of importance.

1. What is the central economic problem of a society?

2. What is the market?

3. What is the function of the market in an industrial country?

4. How are decisions made in a command economy?

5. In what way does a free market economy differ from a command economy?

6. To which type do most economies in the West belong?

0) [Toaymaiite U cKaKuTe:

1. To which type does the economy of present-day Russia belong?

2. Is the level of government regulation growing or falling in Russia's economy now?

Bribepure noaxozsiiee Mo CMBICITY CIOBO U3 MPeIaraéMbIX B CKOOKaX BapHAHTOB.

1. (A command economy /a free market economy) is a society where the government makes all
decisions about production and consumption.

2. (Economics/Economy) studies how markets and prices allow society to solve the problems
of what, how, and for whom to produce.

3. Every economist sees (the restriction/the importance) of the question of what, how, and for
whom to produce.

4. Nations have different (consumption / levels) of farm production.

5. When (the price /the importance) of some goods grows, people will try to use less of them
but producers will want to produce more of them.

6. In (mixed/both) countries, Canada and the USA structural changes in the agricultural sector
of economy have become of interest to economists and general public in the 80s and 90s of the
20th century.

7. After years of competition between command and market economies, (the former / the
latter) gave way in many countries of the world to (the former/ the latter).

3aganue 13.
HpO‘-IHTB.fITG TCKCT, OTBETHTC HAa BOIIPOCEHI 110 €0 COACPKAaHNUIO U BBIIIOJIHUTC 3aaHUC ITOCIIC
TEKCTAa.
Measuring economic activity.

There are a large number of statistics produced regularly on the operation of the world's
major economics. The UK's national economy is no exception in this respect. Often the headlines
in newspapers or important items on television news programs relate to economic data and the
implications for individuals and business. A prime example of this occur when interest rates era
increased: the media responds by highlighting the adverse effects on business with debts and
householders with mortgages. Data is provided on a wide range of aspects of the economy’s
operations. Statistics are available to show:

-the level of unemployment;
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-the level of inflation;

-a country's trade balance with the rest of the world;

-production volumes in key industries and the economy;

-raw material prices...

The main statistics illustrating the economy's behavior to the level of activity in the
economy. That is they tell us whether the economy is working at full capacity using all available
resources of labor, machinery and other factors of production. The unemployment figures for the
economy give an indicator of the level of activity. As the economy moves towards a recession and
a lower level of prosperity it is likely that unemployment figures will rise. An alternative measure
of the level of activity is national income statistics, which show the value of a nation's output
during a year. Economists use the term Gross National Product to describe this data. There are
numerous sources of data on the economy of which we can make use. Economic statistics are
presented in many forms, the most common being graphs and tables. Although these statistics can
be valuable in assisting managers, they should be treated with some caution when predicting the
future trend of the economy and thus helping the business to take effective decisions.

1. Find in the text English equivalents for the following:

B stom OTHOIICHHH, OCHOBHBIC OTPACIM MPOMBIINIJICHHOCTH, HAa IMOJIHYTO
MOII[HOCTb, MMEIOIIHECS B HATMYUH PECYPCHI, 000pyI0BaHUE, 3aKIaHas, Tpaguku u
TaOJIUIIBI, OIICHKAa 00BEMA MPOU3BOCTBA.

2. There is a set of words related to the word economics: economy, economics, economic,
economist, economical, economy. Each word has a different use. Try to put the right
word in the blanks in these sentences.

Marx and Keynes are two famous...

These people are studying the science of...

We sometimes call a person’s work his... activity.

People should be very... with the money they earn.

The... system of a country is usually called the national.

3. Answer the questions.
What do statistics show?
What is Gross National Product?

4. Translate the sentences. Find and stress the Gerund.

We believe the firm will find a way of revising their price.

Instead of sending a cable we decided to phone the firm.

After considering the offer we decided to accept it.

I cannot give you a final reply without discussing the matter with our president.

We believe they could improve their offer by reducing the price or changing their terms of
payment.

7.3.2. Tunossble 3a1aHus U (WIN) MAaTEPHAJIBI 1JI51 OLEHKH YMEHUil
TUITIOBBIE 3AJAHWMS J1JIS1 ITIPOBEPKY COOPMUPOBAHHOCTHU VMEHUN JJISL OK-4

3ananme 1
IMoaroroBbTE pa3BepHyThie MMCbMEHHbIE OTBETHI Ha Bonpockl mo Teme Forms of business:
1. Do you agree that going public is one of the most important events in a company's life?
2. Why do you think such companies are called public?
3. What can you say about the role of big companies in the economy?
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4. Do you think any company can go public?

5. Why is the process costly and involved?

6. Why do companies need specialist advice if they decide to go public?

7. What are the ways for a public limited company to raise capital? In which case does a
company obtain finance without having to repay a debt?

8. How can a company allocate the accumulated capital?

9. Why are public limited companies exposed to public scrutiny? What kind of information
becomes open to public inspection?

10. What is the difference between private and public limited companies?

3aganue 2
IIpoxomMeHTHPYiiTE (YCTHO) CiIeAyIOIIHe YTBEPKACHHUS C yIOTpeOIeHneM
aKTHBHOI1 JlekcHKH 1o TeMe Forms of business:

1. Small businesses do not often grow into large ones.

2. People who like to use initiative and be their own bosses prefer a sole proprietorship as
the most suitable form of business organization.

3.People who start a business usually have strong ideas about how a business should be
run. 4.Proprietorships have the virtue of simplicity, but it is not always good.

5.For many types of business the risks of unlimited liability are not great.

6.Although a proprietor ceases to exist when the owner dies, the assets are still there. An
heir or a buyer can take over the business and run it under new ownership.

7.The simplest way of starting a business is to set up a partnership.

3amanmue 3
Onumure ypoBHM U cepbl ynpaBjieHUs BbIOpaHHOH BamMu koMnanum, ucnosib3ys
JekcHky o Teme Levels and areas of management.

Company structure or organization structure refers to the way that a company arranges
people and jobs so that its work can be performed and its goals can be met. The structure of every
organization is unigue and the structure of an organization evolves as the organization grows and
changes over time.

Top managers and executives:

Board of Directors, Chairman (Chairwoman) or President (Am.), Managing Director (Executive
Director) or Chief Executive Officer (CEO — Am.)

E.g. At the top of company hierarchy is the Board of Directors, headed by the Chairman. E.g. A
managing director is responsible for the day-to-day running of the company (or oversees all aspects
of business activity, or has overall responsibility for the running of the business).

Middle (Senior) management (company officers):

Finance director (Chief financial officer — Am.), Marketing Director, HR Director (Personnel), IT
Director, R&D Director, Production Director, Sales Manager or Sales Director (or Vice Presidents
- Am.)

Departments: Finance, Sales and Marketing, Personnel (HR), Research and Development (R&D),
Production

to consist of, be made up of, be divided into

e.g. The company consists of five main departments. The marketing department is made up of
three units. The sales department is divided into two sections.

to be responsible for smth, to be in charge of
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10.

11.

12.

13.
14.

15.
16.

e.g. The marketing department is responsible for advertising, sales promotion and market research.
The Human Resources department is composed of two sections. One is responsible for recruitment
and personnel matters, the other is in charge of training.
Philip is in charge of our marketing department.
Finance director controls all aspects of finance and is responsible for allocating the company's
resources.
to be accountable to smb, to be responsible to smb, to report to smb
e.g. At the top of the company hierarchy is Mister Niegel who has overall responsibility for the
running of the business. Sales Director, Marketing Director, Finance Director and HR Director
report to him (maxonsiTcs y Hero B HemocpencTBeHHOM moaunHeHun). Export Sales Director is
responsible to Sales Director.
a strategy, to determine a strategy (or a policy), implement a strategy (or a policy)
E.g. Top managers determine the company s strategy and middle managers implement the strategy
and major policies handed down from the top level of the organization.
3aganue 4

IMoaroroBsTE pa3BepHYyTHIE MUCHMEHHBbIE OTBETHI Ha Bompockl Mo Teme Levels and areas of

management:
What are the levels of management?
What are the responsibilities of a top manager?
What are middle managers responsible for?
Why is the position of a first-line manager important, especially in a company involved in
manufacturing business?
What are the most common areas of management (e.g. finance, sales, etc.)?
What is finance director (personnel manager, marketing director, R&D director)
responsible for?
Over to you: what kind of companies require R& D department?
8. Do you think any company can afford to have its own PR department?

o0 rwdE

~

3aganue 5
IMoaroroBsTe MMCHLMEHHOE cOOOIIeHNe HA Temy “ Types of restructuring ”, ncnoan3ysi
aKTHBHYIO JIEKCHKY U3 Bokaoyasipa Organizational Structures:

1. competitive, to remain competitive, to maintain a competitive edge — KOHKypeHTOCIIOCOOHBIH,
OCTaBaThCs KOHKYPEHTOCITOCOOHBIM, COXPaHATh KOHKYPEHTHBIE MPEUMYIIECTBA
E.g. To remain competitive (to maintain a competitive edge) on a fast-evolving market a
company needs to be flexible, highly-effective and fast-moving.

2. to consume, a consumer, consumption — moTpedJIATh, MOTPEOUTEITb, TOTPEOICHHE
E.g. Many factors such as personal, psychological or social can bring about changes in
consumer behavior. E.g. The recent financial report has reflected a sharp decline in the
consumption of soft drinks in North America. E.g. Possibly the most challenging concept in
marketing is to deal with understanding consumer behavior.

3. to adjust/adjustment/to adapt to / to respond to /to remain responsive — mpuCIOCOOUTHCS,

yYMEHHE MPHUCIIOCA0IMBATHCS, aJalITUPOBATHCS, pEarupoBaTh, COXPaHATh THOKOCTH (COXpaHSTh
YMEHHE MEHSATHCS M ITPUCIIOCA0INBATHCS)
E.g. The ability to adapt and find new markets has made Coca-Cola an icon of American culture.
E.g. To remain responsive and adjust to a fast-changing market environment, many companies
have pushed towards decentralization (oTonuiu oT HEeHTpaTU30BaHHOW CHCTEMBI YIIPABIICHUS).
E.g. To maintain a competitive edge a company needs to remain responsive to change.

4. efficient, productive, cost-effective — appexkTuBHBIN, TPOTYKTUBHBIN, pEHTAOCTHHBIH
E.g. Businesses organized by function can be cost-effective as each employee specializes in
certain aspects of business.
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5. Restructuring (delayering, downsizing) - pecTtpykrypusaius (COKpalicHHE YpOBHEH
YHOpaBJICHUA; YMCHBIICHUC PasMCPOB NPCANIPUATHA B LCIAX SKOHOMHHU, ONTUMH3ALMA 1ITATA
MyTEM COKpAIICHHUS )

E.g. The restructuring and delayering helped the company to save 200 million euro a year in
salaries and increase efficiency.

E.g. Cases of restructuring and downsizing are generally met with dismay about job losses,
except by those whose interest is in efficiency and profit. (An increased efficiency generally
leads to job losses.)

6. to cut costs down/to drive costs down/to keep costs down/to optimize costs/to reduce costs
(maximize profits) — CHU3UTH U3AEPKKHU (MAKCUMATILHO YBEITUUUTh MPUOBLIH)

E.g. The prime target of any business is to drive costs down and maximize profits.

7. profit, losses (to suffer losses, to incur losses, to sustain losses), a decrease in profit, a decline
in profit — yobITKH (HecTH yOBITKH), COKpAIlleHHE MPUOBUTH, CHUKEHUE MPHOBLTH
E.g. The recent financial report has shown a 7% decline in profit in the second quarter of 2013.

8. to enhance (communication, coordination, a company's reputation) — yiy4miarh, yBeIHYHBaTh,
ycminBaTh (OOBIYHO MOJOKUTEIBHOE CBOWCTBO)

E.g. Empowerment gives employees an enhanced sense of involvement (maet cotpyanukam
OLIYIIEHUE TOTO, YTO OHH SIBISAIOTCA HEOTHEMIIEMOUN YACTBIO KOMHaHHH) in company‘s
business.

9. Empowerment, empowered employees — HajeneHue COTPYAHUKOB OOJIBIIMMU TTOJTHOMOYHSIMU

E.g. In companies with a rigid centralized organizational structure managers

3aganue 6

OO0cyaunTe ¢ KoJUIeramMu cjieaywinue yreep:xaenus mo reme Organizational

Structures:
1. One of the most important tasks for the management of any organization is to determine
its organizational structure.
2. Efficient management structures are vitally important for the success of any company.
3. There is a doctrine in business planning “the structure follows strategy”.
4, Once an organizational structure is determined, there is no need to change it with time.
5. A Dbusiness organized by function is one of the most centralized, bureaucratic and
hierarchical.
6. Decision making is slow in businesses organized by function, which can result in losing a
competitive edge.
7. Employees at lower levels are unable to make important decisions, and have to pass on
responsibility to their boss.
8. A clear chain of command is one of the advantages of organization by function.
9. Companies organized by function are flexible and thus respond quickly to a fast moving

market environment.
10.  Accountability is pretty much complicated in companies organized by function.
11. 3ananme 7
ITucbMEHHO cOrJIacuTeCh WM He COIJIACHTECH €O CJIeYIOIeM YTBepPKIeHUEM,
NMPoAaHAJIU3UPOBAB 3HaHuA o TeMe Management:

Effective management is putting first things first. While leadership decides what "first
things" are, it is management that puts them first, day-by-day, moment-by-moment. Management
is discipline, carrying it out.

3aganue 8
HOHFOTOBbTe YCTHYIO IIPE3CHTAUIO I10 CJIeHleIIIefl CUTyallUu HA TEMY Management:

Hpe}]CTaBBTC, YTO BbI ABJICTCCH YIIPABIAOIIUM JUPCKTOPOM KOMIIAHHHK CPCIHCTO

pasmepa. Koria BbI 3aHSUIM MOCT YIPABISAIOMIETO TUPEKTOPA, Bbl OOHAPYKUIIM, YTO KOMIAHHS
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HaXoAMUTCs B IUIOXOM cocTossHuM. Komanna pabortana Hedh(dEeKTHUBHO, MOPANbHBIM TyX ObLI
HU3KHUM, a POJIAYKU CHIKAJIUCH B TEUEHME ro/la. 3a TPU rojla BaM yAaJ0Ch U3MEHUTh CUTYaLIUIO
K Jydmemy. Bam ynanoch co3math BBICOKO3(D(PEKTUBHYIO KOMaHAY IO MpojAa)kaM, IepcoHal
OUYEHb MOTHBUPOBAH, MpoJaxu pacTyT. CKaxkuTe, Kak BaM 3TO yJanock. OXBaTUTE ClIEAYOINE
MOMEHTBHI: IOCTAHOBKA IleJiel, 00IleHre, MOTHUBAlLlUs, BEITOBOP, MMOXBAJIA.

3aganue 9.
IIpoxomMeHTHpYIiTE (YCTHO) CileAyI0lee YTBeP:KIeHUEe ¢ yHOTpedJieHueM
aKTHBHOI JIeKcUKHU Mo Teme Management:

Job security and salary should be based on employee performance, not on years of service.
Rewarding employees primarily for years of service discourages people from maintaining
consistently high levels of productivity.” Discuss the extent to which you agree or disagree with
the opinion stated above.

3aganue 10.

HCHOJ’ILI&yﬁTQ CJICAYIIYH0 CTATHI0 B KAa9€CTBE MO/JI€JIN N HAITUIIIUTE O onsHec Juaepe,
KOTOpBbIM Bel Bocxumaerecs (Hanpumep, Ctus [xo06¢c, buai I'eiite, JIu SAkokka, Maiikia
Baymo6epr, Kapaoc I'on). Ucnoab3yiiTe Bokadyasip no Teme Leadership.

The legendary chairman of GE, management theorist, strategic thinker, and corporate icon
who made it to the top despite his working-class background. If leadership is an art, then surely
Welch has proved himself a master painter.

“The two greatest leaders of this century are Alfred Sloan of General Motors (GM) and
Jack Welch of General Electric (GE)”, - says Noel Tichy, a longtime GE observer and University
of Michigan management professor. “And Welch would be the greater of the two because he set a
new, contemporary paradigm for the corporation that is the model of the 21% century.”

Jack Welch was 45 when he took control of the company that documented sales of just
under $ 28 billion, and an estimated market value of around $ 14 billion. When Welch retired in
2001, the company s estimated market value was $ 410 billion. When the legendary manager took
over as CEO in 1981 it was a slow-moving old-line American industrial giant with 9 layers of
management which he transformed into a keenly competitive global corporation. Welch reshaped
the company through more than 600 acquisitions and a forceful push abroad into newly emerging
markets.

How was he able to wield so much influence and power over one of the most complex
organizations in all of American business? Many managers struggle daily to lead and motivate
mere handfuls of people. Many CEOs wrestle to squeeze just average performance from
companies a fraction of GE's size. How did Welch, who sat atop a business empire with $ 304
billion in assets and 276 000 employees in more than 100 countries, do it?

He did it because he believed that any component of the company had to be profitable.
Productivity, efficiency and profitability were the optimum words of the day. If employees failed
to be productive, they were relieved of their duties. If a division was of no value, it was discarded.

He did it because he was and he is and has always been a fierce believer that people are
company's most valuable asset. “You build the best team, you win. Hire the right people, hire the
best. Human capital determines the long-term success of any company”.

He did it because he created something unique at a big company: informality. Making the
company informal means violating the chain of command, communicating across levels, paying
employees as if they worked not for a big company but for a demanding entrepreneur where
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everyone knows the boss. Everyone, from secretaries to factory workers called him Jack. Every
week there were unexpected visits to plants and offices, hurriedly scheduled lunches with
managers several layers below him. “We are pebbles in the ocean, but he knows about us,” — said
Brian Nailor, fortysomething marketing manager of industrial products.

He did it through sheer force of personality, coupled with passion for winning the game of
business. “The world will belong to passionate, driven leaders...”

Jack Welch may have come from very humble beginnings, but he faced the challenge and
rose to become one of the most influential CEOs of all time. He has written several bestselling
books on management and recently founded the Jack Welch Management Institute. His trademark
“the Welch Way” has become an online MBA program and he is frequently called upon as a
commentator for various business programs on television. Welch is an example for many, and he
has the exact traits needed to be close to perfection as a manager.

3aganue 11.
I/I3yane npujaraTeJibHbI€ B PaMKE U CKAKUTE, KAKHE U3 HUX XaPAKTCPU3YIOT Xopouiero 1
njoxoro Juaepa. Mcnonn3yiite BokaoyJsip mo Teme Leadership.

decisive open passionate energetic balanced

charismatic  ruthless impulsive straight careful

motivating informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3apanmue 12.

Hcnoab3yiiTe ciieayr0muil MAJ0T B Ka4yeCcTBEe MOJAEJN U YCTHO COCTABbTE ¢ HAITAPHUKOM
cBoe col0eceoBaHue NpHU npuemMe Ha padory. Mcnoab3yiiTe BokadyJsip o Teme
Recruitment.

-Thank you for coming. So you are interested in our job as personal assistant. What are
your

reasons for wanting to change jobs?

-1 have now been with Williams & Co. for over three years and feel that | have learned

everything there is to learn. I would like to use this knowledge in a different field of
activity.

-Why did our advertisement particularly interest you?

-1 would enjoy the challenge of working independently and would very much like to use
my

languages even more at the present moment.

-Would you be prepared to travel?

-Oh, yes, gladly.

-What do you see as your main strength?

-1 would say it’s my ability to be independent and rely on myself.

-And your weakness?

-Sometimes lack of patience!

-Let me tell you something about the job. Your boss would be Mr. Matthews, our head of
sales

for the European markets. You would assist him in all his duties and with time be in charge
in
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his absence. You would have direct contact with customers and visit them from time to
time as

the need arises.

-Sounds like hard work, but that’s the sort of job | am looking for.

-Would you do overtime if necessary?

-Yes, of course.

-Would you need any help with relocation?

-Yes, | would.

-We would be prepared to share the removal costs (US: moving expenses) and help you in
finding a flat.

-That would be of great help.

-What are your hobbies?

-1 like traveling, playing tennis and reading.

-Thank you again for coming, we will be in touch soon.

3ananue 13.

IMoaroroBbTE pa3BepHyThie MMCHMEHHbIE OTBETHI HA BONMPOCHI 0 TeMe Recruitment:

1. Why do you think it is important to find out as much information as possible about the
company you are applying to? What information do you think it is important to know?
Do you think it is important to find out how to get to the office and how long it takes?
How do you think you should dress?
What questions you are likely to be asked in a job interview?
How do you think you should behave in a job interview?
Do you think you should be totally honest?
What things you shouldn’t do in a job interview?

Nogakown

3aganue 14.
IIpoxomMeHnTHPYiiTE (YCTHO) CIeAyIOlIee YTBepPaKAeHHE ¢ YIOTpedJIeHueM
AKTHBHOM JIEKCHKH, MPOAHAJIM3UPOBAB 3HAHU o TeMe Recruitment:

In matching job candidates with job openings, managers must consider not only such
variables as previous work experience and educational background but also personality traits and
work habits, which are more difficult to judge. Discuss the extent to which you agree or disagree
with the opinion stated above.

3aganue 15.
KoMnanuu HCIOIB3YOT Pa3Hblie METOAbI HCCJIE0BAHUA PHIHKA, KOTOPbHIE MOTYT
TOYHO BBISIBHTb, YTO HA YMe Y moTpeouTesi. B mapax coctaBbTe CHCOK 3THX Pa3JIHYHBIX
NPUEMOB M 00CyIMTe UX IPeuMylIecTBAa U HeaocTaTKu. Mcnosib3yiiTe JIEKCHKY 110 TeMe
Marketing.
To identify attractive markets — onpedenums 6vicoonvie poinku
To enter/ to penetrate the market/ to gain a market foothold — ewiiimu na peinox
To abandon, to get out of, to leave the market — yiumu ¢ pvinka
To drive smb out of the market — suimecnums ¢ pvinka
To corner, to monopolize the market — morononusuposams peinox
To expand markets, to gain entry to new markets — pacuupums pvinku, 3a60esamo 6bix00 Ha
HOBbLE PbIHKU
Market segment — ceemenm pwvinka; market segmentation—ceamenmayus peinka; to spot market
opportunities through market segmentation—o6rapyasrcums 603moxcHoCmU PLIHKA ¢ ROMOWBIO €20
ceemenmayuu; t0 refine market segmentation — cosepuencmeosamo cecmenmayuio pvlHka
Market niche, to search for a market niche, to satisfy a market niche — peinounas nuwa, uckamo
PYIHOUHYIO HUULY, YOOBIEMBOPSIMb NOMPEOHOCIU PLIHOYHOU HUULU
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To establish one’s own niche — natimu ceoro nuwy (a well-established company— xomnanus ¢
MEEPOLIMU NOZUYUSIMU HA PHIHKE)

Key players / Market leader/ Market challenger/ Market follower / a definite market leader/

a weak/complacent market leader; a distinct market challenger — ocnogmwie uepoxu, 1uoep poinka,
KOMNAHUS/NPOOYKM, 3AHUMAIOUWUL 2 MeCo 3a TUOEPOM, OCMATIbHbLE USPOKU, ONPEOelEeHHO TUdep
PBIHKA/CNA0bI, He3HAYUMETbHBIU TUOEP PLIHKA, 04eBUOHbII KOHKYDEHM

To adapt to a changing business environment — adanmuposamucsi k usmeneHuro 0enosotl cpeovl
To respond to market conditions, an immediate response — ompeazuposams Ha ycios8us pvlHKa,
MEHOBEHHAS peaKyusl

To move downmarket/upmarket —nepetimu 6 opyeoti, 6onee deuiésniii /00po2oti ceemenm pvlHKA

Market share — 0oz pvinka

To build market share — cozoams dono na poinke

To increase/ to expand one’s market share — yseauuumo/pacuupums donro peinka

To win a large market share — zasoesams 6onvuLyio donio poinka

To protect market share (against competitors) — sawuwame donio pviHKa om KOHKYPeHmo8
The second largest market share — emopas no seruuune donsn pvinka

The marketing concept — konyenyus mapkemunea

Marketing-oriented /marketing-led company — komnarnus, opuenmuposannas Ha pelHOK

Market research — uccredosanue, usyuenue poinka

Extensive market research / Cutting edge market research — mwamenvnoe uccredosanue pvinka
To carry out / to do market research — nposecmu uccredosamnue poirka

To employ market research techniques — ucnonvzosames mexnuku MapkemurH2068020 UCC1e0068aHUs
To collect data (primary data, secondary data) — coopame ceedenus (nepsuunvle, smopuunvie)
To spot/identify market opportunities — ssiss6ums 603moxchocmu pvinka

To score exceptionally well in market research — ouens xopowo nposisume cebs 6 xooe
MAPKEeMUH208020 UCCLE008AHUS

To conduct surveys — nposecmu onpoc

To set up a focus group — cozoams gokycuyro epynny

To anticipate a consumer need — npedsocxumums Hy*cObL NOKYRameneu

To find out the needs of customers, to identify a consumer need, to find out, to reveal what is on
the consumer’s mind,— sobisicnumo, umo nokynamenio Hy’cHo

To test buying habits/ to study consumer behavior — nposepums noxynamenvcxkue npugviuxu,
u3yuumsb nogeoenue nompeoumenetl

To find good sales prospects, prospecting — ratimu xopowux nomenyuaibHbvLX NOKynamene

To develop a marketing plan/ to set up the marketing strategy — paspabomamo mapxemunzoswiii
NIam; paspabomams MapKemuH208yl0 CIMpPYKmypy

To choose target customers, a target audience — ssopams yenesvix noxkynamernet

To evaluate the target market —oyenumeo yenesot pvinok

To create a psychological profile of each segment — cozdamw ncuxonozuueckuii npogune kaxcoozo
cezmenma

To design a persuasive marketing mix —paspabomams y6edumenvHulii KOMNIEKC MAPKeMuH2a
To develop a marketing mix that is suited to the market — paspabomamo xomniexc mapxkemunea
COOMBEMCcmayIowull OAHHOMY PIHKY

To be targeted at specific market segments / products specifically adapted to particular segments
— Obimb HAYeneHHbIM HA onpeoelénnvie cecmeHmvl puiHkal npooykmel adanmuposanHvle K
ONpeoenénHbIM Ce2MeHMAaAM

To tailor products to customer needs —cozdame npodykmel, omseuarowue HyHcoam nOKynamenetl
To serve the needs of customers (about a product) — coomeemcmeosamo nysxcoam nokynamenet
To satisfy changes in consumer needs —yoosremeopume usmenenus wyxco nompebumerneil

A consumer product — npodykm maccosozo nompebnenus
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To compete, competitor, competition (intense, fierce, stiff, tough # low key) — xonxypuposams,
KOHKYypenm, koukypenyus (scécmkast, cradas)

To operate in highly competitive market; extremely competitive areas — pabomamo na puvinke c
CUTIbHOTU KOHKYPeHyuell; 001acmu ¢ 4pe38blualiHo 8bLCOKOU KOHKYpeHyuel

Competing products — korxypupyrowue npooykmul

To give a product a competitive advantage — oams npodykmy KouKypeHmuoe npeumyuecmeo

To put smb clearly ahead of one’s competition (e.g. about a strategy, a USP — a unique selling
point/ proposition) — nossoaums Komy-1ubo evipsamecs 8 audepwvl (0 cmpameuut, YHUKAAbHOM
ceolicmee npooyKma)

To perform a SWOT analysis — nposecmu ananus cunvhvix, c1abvlx CMopoH, 803MONCHOCHEU U
yepo3

To maintain a steady demand for — noodeporcusams nocmosnnwlii cnpoc na

To stretch a brand into other areas = to diversify — ousepcupuyuposams npooyxm

To seta price (that will cover the costs and return a profit) — ycmanosumw yeny, komopas noxpoem
pacxoovl u npuHecém npuodvLIb

Pricing option — yenoswle onyuu

To be priced above/ with/ below the market — umems yeny svrue\napasne c\ nuoice pvinounoi

To be priced in a range near competing products —umems yeny napasne ¢ KOHKYPEHMHbIMU
npoOyKmamu

To price attractively, an attractively priced product — swicmasume npuerexamenvuyro yemy,
NPUBTIEKAMENbHbLLL NO YeHe NPOOYKM

Price-conscious / price-sensitive buyers— mokynarenu, obpawaiowue HuMaHue HA YeHy,
yyecmeumeinbHble K yene noKynamenu

To drive the customer away — omnyenyms nokynamers

To draw in competitors — npuereus Konkypenmos

To distribute via outlets (points of sale) — pacnpedensimo uepes mopeosvie mouku

Distribution / distribution channel = a channel of distribution— coeim, kanan coima

3ananmue 16.

IMoaroroBbTe pa3BepHyThie MMCHMEHHbIE OTBETHI HA Bonpockl o Teme Marketing:
1.What is market? Give the definitions of market leaders, market challengers and market followers.
2.What is marketing? What are non-profit organizations involved in?
3.What are the major marketing functions?
4.What is market research? Why is market research necessary? What data may be collected in the
process of market research? What market research techniques can be employed?
5.What does a marketing strategy include? What is implied by a PEST ANALYSIS?
6.What is the target market? What are the four basic methods for segmenting a market?
7.Why are firms becoming more customer-oriented and less product-oriented? What are the three
approaches that a firm can opt for in order to serve a particular segment?
8.What is the total marketing concept or the marketing mix? What are other Ps of marketing?
9.How do companies decide on a product price? Speak about three pricing options.
10.What does placement involve? What is a common channel of distribution?

3aganue 17.
ITocMoTpHUTE HA CIIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKe H IIPOAHAIM3UPYITe
BbIOpaHHbII BaMu OpeH/ ¢ TOYKH 3peHusi crpaTteruu npoaaK. [loarorossre ycTHYI0
Npe3eHTAINI0, HCMOJIb3Ysl JJeKCHKY 1o TeMe Promotion.
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PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

Events (memorable occasions in-store, on the street, in any unusual location)

Sponsorship of sports teams, music groups... (sponsoring events)

Endorsements (signing a celebrity and using their status to endorse a brand)

Trade Promotions to retailers (financial incentives to stock a new product or give more space,
visibility to existing products (e.g. shelf height and aisle position)

Product placement in films (featuring a product in a film or TV programme)

Telemarketing( selling to customers over the phone)

Viral marketing (online through social networking websites and friend emailing video clips)
The term “guerrilla marketing’ covers all unconventional techniques — from viral marketing to
the distribution of the products on the beach.

3aganue 18.
IMoaroroBbTe pa3BepHyThIe MMChbMEHHbIE OTBETHI HA BOMPOCHI M0 Teme Promotion:

. What is promotion? What are the main functions of promotion?

. What are the four promotional tools?

. What is the aim of sales promotion?

. What are the functions of personal selling? Why is it used sparingly?

. What do public relations deal with? What is the most important element of PR?

. What is the difference between publicity and advertising?

. What are the different media for advertising?

. What is the difference between product and corporate advertising?

. Why do most companies use advertising agencies? What are the roles of both parties?
10. What is a media plan?

11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?
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3aganue 19.
IMoaroroBbTE pa3BepHyThIe MUCbMEHHBIE OTBETHI Ha BoNpockl o Teme International
Trade:

1.Why do companies export? Name two main reasons for exporting.
2.What is visible trade? What is invisible trade?
3.What is a balance of payment? This balance can be either positive or negative. What are the
words used to describe these situations? Does Russia have a payments surplus or deficit?
4.What is a balance of trade? This balance can be either positive or negative. What are the words
used to describe these situations? Which countries famously have trade surpluses?
5.What do we call the situation in which a country has no foreign trade? Which European
country famously tried that between the 1960s and 1980s?
6.What factors should be evaluated when a company wants to start exporting?
7.What are the main difficulties the exporters may face when trying to penetrate foreign
markets?
8.What different methods to establish products in a foreign market can the companies choose
from?
9.What is the difference between agents and distributors?
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10.What questions should be discussed with an agent/a distributor before signing an agency
agreement?

3ananmue 20.
IIpouuTajiTe cjaeAyOMUA TEKCT U MOATOTOBbTE YCTHYIO MPE3CHTALMIO O MPEUMYIIECTBAX U
HeqocTaTKax 3kcnopTa B Unamnio. Ucnoab3yiite Jekcuky no teme International Trade:

After three years travelling around Asia as head of BARCO?’s activities in the region, Joost
Verbrugge is convinced that India is one of the most exciting long-term market opportunities in
the world and one of the most complex. Since 1994, BARCO, best-known for its digital projectors
for computers, has gone from a relatively low level of exports to India to selling about BFr 200m
of products there a year, half exported from Europe, half assembled on the spot. That is a small
but significant part of its total BFr 23bn turnover last year.

Expansion in India has taken place at the same time as a shift in BARCQO’s strategic focus,
and its emergence as one of Belgium’s fastest-growing companies.

Created in 1934 as the Belgian American Radio Corporation, the company moved out of
consumer products in the 1980s. It concentrated instead on high-value niche markets such as
computer projectors and specialist display systems.

From its base in Kortrijk, Flanders — Belgium’s Dutch-speaking region — it has exported to
India for more than a decade, originally selling kits for video monitors to the national television
station, through local agents. Four years ago, it set up its own sales and services office in New
Delhi.

It now has a smaller sales office in Bangalore, a software house in Chennai and a projector
assembly plant in Noida, near New Delhi. Having invested about BFr 100m, and now employing
150 people in India, it plans a further sales office in Mumbai and a component factory in Noida.
“That is quite a lot for a small company like BARCO,’ says Mr. Verbrugge. ‘It’s mainly investment
for the future. The market is partly there now, and we are convinced it will definitely be there in a
few years.’

But for those wanting to exploit the potential, obstacles remain. Although India has made
effort to open its economy in recent years, Mr.Verbrugge says it remains more closed than other
fast-growing markets such as China, when it comes to bureaucracy, import duties and tax barriers.

It is not unusual to have import duties of 40% on things that you would consider normal
working tools, like a printer for a PC,” he says. ‘As well as the high import duties, you have a
famous — or should I say infamous — bureaucracy.” This can have important practical effects. Mr.
Verbrugge says that BARCO would like to assemble more of its products within India, but this
would mean importing components from 20 different countries, creating huge amounts of
paperwork and delays.

Although India is welcoming to foreigners, Mr.Verbrugge says there are also cultural
hurdles, which can initially be deceptive. ‘On a first visit India seems easier than China or Japan
because people speak English. Only after you start operating there do you see all the complexities.
There are sensitivities between states, between religions, between strata of society. ‘Such
differences also make the country fascinating. ‘India is a hundred different worlds living next to
each other in the same country,” Mr. Verbrugge says.

These practical and cultural complexities were largely behind BARCQO’s decision to set up
its own sales office in the subcontinent. “Much more is needed than just having an agent with a
fax and a phone. You have to understand the marketplace, how Indian business works.’

But the opportunities presented by India outweigh the advantages. ‘If you can afford to
miss a fifth of the world’s population, you can afford not to be there,” says Mr.Verbrugge. ‘I think
any company serious about having a worldwide market share can’t be absent from India.

The Financial Times
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TUIIOBBIE 3AJJAHMS U151 IIPOBEPKU COOPMHUPOBAHHOCTH YMEHUIA 1)1 [TK-7

3amanue 1
HpOﬂHﬂJ’IH?;prﬁTG Cleayrmue yrBepKICHUS U CKAKUTE, KAKUE U3 HUX IMMOKA3bIBAKOT
MPeuMYIIeCTBA OTKPHITOI0 AKIHOHEPHOI'0 0011eCTBA M KAKHE NMOKA3bIBAIOT HEAOCTATKU?
Management will face pressure to produce positive quarterly results.
Outsiders may impose their views on management.
The value of the business may suddenly fluctuate.
More people will be aware of the company's existence.
The company will be obliged to disclose financial information.
The company can obtain finance without having to repay a debt.
Employees can exercise stock options.
Capital will be available for expansion.

NGO~ WNE

3amanue 2
IIpoanamusupyiite nHpopManuio o popMax OH3HECA M COIJIACUTECh HIIN He COTVIacuTeCh
CO CJICAYIOLIMMH YTBEPKICHUAMM:
1.In partnerships there is a danger that conflicts of personality could ruin your business.
2.1f you set up a limited company, many financial risks are reduced.
3.The owner of a corporation who owns all or nearly all of the stock has just as much control as a
sole proprietor does.
4.There are cases in which a business owner can gain trust and confidence of customers by standing
fully behind the firm rather than ‘hiding behind a corporate veil.’
5. Small businesses are particularly well-suited for meeting specialized local needs.
6. Small and medium-size businesses play an extremely important role in the economy of a
country.
7.The largest and most important units in the private sector are the public limited companies.
8.No one form of business organization is best for all businesses.

3ananue 3.
IIpoananusupyiite nHPopMan o 00 ypOBHAX U cepax ynpaBJjeHHUs U COIVIACUTECH I
He COIJIACHTECH €O CJIeAYIOIIUMHU YTBEPKACHUSIMU:

1.1t is up to employees to keep the manager up to date on progress.
2.Managers set strict time limits.
3.Managers encourage staff to put forward their ideas.
4.Managers and employees decide together what needs to be achieved.
5.Decisions are made by managers and their staff.
6.Employees get precise instructions.
7.Managers do not want employees to avoid making decisions which employees should make.
8.Managers have tight control of employees’ movements and work schedules.
9.When employees are given tasks, they decide how to complete them.
3aganue 4.
IIpoananusupyiiTe HHPOPMALMIO 0 CTPYKTYPAX KOMIIAHUI U NIPOKOMMEHTHpPYHTE
ciaeaymoiue yrBep:xaeHus:
1. Restructuring is one of the most traumatic things a business can do.
2. Delayering has an adverse effect on employee morale: workers are afraid of job losses
and become poorly motivated.

Use the following word combinations: to become flatter, more flexible, responsive, efficient,
competitive, the ability to adapt faster to constantly evolving market environment, to reduce
costs saving millions of dollars in salaries, to enhance coordination and communication, to lead
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to job losses, difficult to implement new procedures because of employees resistance prompted
by fear of change...

3aganue 5.
IIpoananu3upyiiTe JaHHbIE Ka4yecTBa MeHelKepa U BblOepuTe U3 HUX HauboJ1ee BaxKHbIE,
00BSICHUTE MOYeEMY:
e Being decisive: able to make quick decisions
e Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk and
S0 on

e Being friendly and sociable

e Being able to communicate with people

e Being logical, rational, analytical

e Being able to motivate, inspire and lead people
Being authoritative: able to give orders
Being competent: knowing one’s job perfectly, as well as the work of one’s subordinates
Being persuasive: able to convince people to do things
Having innovative ideas

3ananmue 6.
IIpoananu3upyiiTe TEKCT HUKE U HA30BHUTE IJIaBHbIE KAa4eCTBA, XapaKTepu3ylouue
XOpoLIero Juaepa.

A typical definition is that the leader “provides direction and influences others to achieve
common goals.” This is true in the case of supervisors and managers, but is it a good definition of
the leader of an organization? A chief executive must indeed give “direction’ but he must do much
more than that. He has to create ‘a sense of excitement’ in the organization, and convince staff that
he knows where the business is going. In addition he must be a focus for their aspirations. As Peter
Drucker, the American writer, says, ‘Leadership is the lifting of a man’s vision to higher sights,
the raising of a man’s performance to a higher standard, the building of a man’s personality
beyond its normal limitations.’

An important analysis of leadership has been made by Fred Fielder, Professor of
Psychology and Management at the University of Washington. For over twenty years, he has
carried out research into effective leadership in a number of organizations — businesses,
government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.

Task-motivated leaders ‘“tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight ship’,
give clear orders and expect clear directives from their superiors. This does not mean that they
show no concern for other people. But their priority is getting the job done.

Relationship-motivated leaders are more people-oriented. They get their satisfaction from
having a good relationship with other workers. They want to be admired and liked by their
subordinates. Such leaders will share responsibility with group members by encouraging
subordinates to participate in decisions and make suggestions.

Throughout his work, Fred Fiedler emphasized that both styles of leadership could be
effective in appropriate situations. There was no best style for all situations. Effective leadership
depended on matching the leader to the task and the situation.

In a book called The Winning Streak, the authors studied leadership in some top British
companies. The managers of those companies believed that effective leadership was a crucial
factor in their organizations’ success.

The authors were able to identify some characteristics of the chairmen and chief executives
of the companies, which made them good leaders: firstly, the leaders were visible’. They did not
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hide away in some ivory tower at Head Office. Instead, they made regular visits to plants and sites,
toured round their companies and talked to employees. Leaders made their presence felt. There are
some fascinating examples of this practice. Sir Hector Laing, Chairman of United Biscuits, travels
around his company with a jug of orange juice. He uses this to show employees how the company
profits are divided up between employees, reinvestment, dividends, tax etc. Lord Sieff, Chairman
of Marks and Spencer until 1984, kept close contact with his staff. Once, when there had been
heavy snowfalls, he drove from London to Chatham — a long way — from just to thank sales
assistants for turning up in spite of the weather. Lord Sieff had the habit of making telephone calls
every Saturday, at about 5 p.m. to a few stores, chosen at random. He wanted to know how the
day’s trading had gone. No doubt, by doing this, he kept the staff on their toes. And he showed
them that the Chairman had not forgotten them!

Another example of being “visible’ is provided by Brian Nelson, group Managing Director
of Bulmer, the cider-making firm. Every six months, he goes out in a lorry which delivers cider,
and works as the lorry driver’s mate. This gives him the opportunity to learn about the delivery
service, and to talk frankly to employees about problems.

Besides being visible, the leaders of these top companies provided a ‘clear mission’. In
other words, they knew where the organization was going and persuaded staff to follow them.
Sometimes, they spelled out the mission in a written statement. For example, Saatchi and Saatchi,
the advertising group, include a statement of their principles in all annual reports. The statement
says that Saatchi and Saatchi must be “sharp in the definition of their long-term objectives.” And
the documents also cover matters like employees, clients, creativity, market position and
profitability.

Finally, successful organizations have clear values. And it is the job of the leader to show
what they are. As Douglas Strachan, Managing Director of Allied Lyons Beer Divisions, says,
“You have to keep telling people your values. If you repeat it often enough, it does go down the
line.” Thus, the leader is not only someone who ‘lifts aman’. He/She must also protect and promote
the organization’s values.

3ananmue 7.
IIpoananu3upyiiTe 1aHHOE codece0BaHMe PH NIPUeMe HA Pa0doTy U CKaKuUTe, ObLJIO JIU
OHO yCHELIHBIM JJIfl KaHAuaara.
-Miss Beachem, can you tell us a little bit about where you have worked before?
-Well, my last job was with Format.
-When did you start with them?
-Two years ago.
-1 see. So why did you decide to leave?
-The company went into liquidation earlier this year.
-So what did you like about that job?
-Well, my job was PA to the Marketing Manager. What | enjoyed most was coming into contact
with customers and suppliers both face-to-face and on the phone.
-And where did you work before Format?
-ldeal Systems.
-How long did you work for Ideal Systems?
-For ten years, as a secretary.
-And why did you leave that job?
-Well, | felt I needed a change. I think I had learnt all I could there.
-So how much experience do you have of working in computer companies?
-Well, two years at Format and ten at Ideal Systems. Oh, and | also had some work experience
with a software company while I was at college.
-What secretarial qualifications did you get while you were at college?
-Well, I’ve got two secretarial qualifications. I’ve got RSA Stage 111 Typing.
-So your typing should be pretty good?
-Well, in fact I didn’t do much typing at Format. I’ve got an RSA in shorthand.
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-And which qualification exactly?

-The RSA 100 ... so 100 words per minute.

-Fine. And one final question. If we decided to offer you the job, when could you start?
-Oh, I could start immediately or as soon as you wanted me to.

3ananme 8.
IIpouuTaiiTe TeKCT, B KOTOPOM ONHUChIBaeTcs, kak komnaHus Shell Oil pazpatorasia HoBbIH
UMUK OpeHIa M NMpoBeAWTe AaHAJIU3 METOJ0B, KOTOpPble KOMIAHMSA HCIOJB30BAJA JIsI
3toro. Ilponymepyiite pasjn4Hble ITalbl HCCIAEI0BATENbCKOI0 MPOEKTa B NPABUJIBHOM
NMopsIKe.

a | They analyzed the results, which showed that there were 10 different consumer
segments

b | Focus groups studied the 10 segments

Shell Oil’s marketing team decided to differentiate the Shell brand from the other brands | 1
on the market

Shell launched a new advertising campaign

They interviewed 55,000 people about their attitudes to driving and cars in general
Work started on improving products and services

They carried out a detailed study of the market over 18 months

Three groups were chosen as the target markets
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HELLO TO THE GOOD BUYS

A new marketing campaign promising hassle-free and faster fuel buying for customers is under
way in America. Suzanne Peck reports on the 18-month research project which involved Shell Qil
researchers ‘moving in” with their customers to test their buying habits.

Three years ago when Sam Morasca asked his wife what could be done to exceed her
expectations when buying gasoline, her answer ‘that I would never have to think about it any more’
made him pause and think. The marketing people from Shell Oil Products, of which Sam is vice-
president were desperately seeking ways to increase the business, and to come up with a strategy
which put them clearly ahead of their competition by differentiating the Shell Oil brands in the
eyes of consumers. ‘We are big business for Shell Qil, contributing US $7 bn of revenue, and the
leading retailer of gasoline, but it is a fragmented market and the mission was to profitably expand
the business,” said Sam.

Today, after 18 months of cutting edge research, Shell Oil is on track to make buying fuel
at their 8,9000 service stations clearly different with a new brand initiative. Its aim is to deliver
through facilities, systems upgrades, and new operating practices, a hassle-free fueling experience
targeted at specific customer segments.

Over the past few years, the company has been developing detailed knowledge of consumer
needs and attitudes, which formed the basis for the new brand initiative. Team leader Dave Yard,
manager of Strategy and Planning — Marketing, picks up the story. ‘we began with a customer
segment study of 55,000 people, who we stopped in shopping malls in six cities for a 45-minute
interview into their attitudes, especially regarding driving and cars. The result was that everyone
wanted three things from a service station: competitive price, a nearby location and good quality
fuel — something they all believed was already being delivered by the industry.

This meant their buying decisions were influenced by other factors — some wanted full-
serve outlets like the old days, some chose a service station depending on whether it looked safe
or not. ‘“There were ten different segments with different needs, and we wanted a better
understanding of each of these audiences.’

A focus group was set up for each segment: an anthropological study was carried out, which
involved team members spending waking hours with people from each segment, watching them
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at home and accompanying them on shopping trips to see their buying habits; and a clinical
psychologist was hired to create a psychological profile of each segment.

The study indicated that three groups, which comprised 30% of the driving public, should
be targeted:

e Premium Speeders — outgoing, ambitious, competitive and detail oriented. They drive
upmarket cars which make a statement about them. Efficiency rules, plus fast pumps, quick
access and payment.

e Simplicity Seekers — loyal, caring and sensitive, frustrated with complexities of everyday
life. Want simple easy transactions.

e Safety Firsters — control orientated, confident people, like order and comfort of the familiar.
Higher value on relationships and go out of their way to stations that make them feel
comfortable. Prefer to stay close to cars.

“The common thread was that they all wanted a faster and easier service than anything already

available,” said Dave, ‘so the study ended and the launch began.’

The field organization and Shell Qil retailers combined forces to determine how to eliminate
the little hassles that customers sometimes face, such as improved equipment and clearer
instructions at the pump. New innovations are currently being test marketed. A new advertising
campaign was launched and a sophisticated measurement system introduced to monitor
satisfaction, behavior and perception of the brand. ‘Fueling’ a car is a necessity of life and | believe
we are ahead of the game — but we won’t allow ourselves to stop and be caught up.’

3aganue 9.
IIpouuTaiiTe TEKCT NPO CTUWIN YNIPABJIeHUs, IPOAHATU3UPYITE UX ITIOCHI © MUHYCBI,
pe3lOMUPYHTE TEKCT HA AHTJIMICKOM SI3bIKeE.

CymiecTByeT MHOXKECTBO CTHJIEH YIIpaBIE€HUS, HO, TEM HE MeEHEe, OCHOBHBIMU CUHUTAIOT
JTUPEKTUBHBIN (ABTOPUTAPHBIN), IUCKYCCUOHHBIN (KOHCYJIBTaTUBHBIN) U CTUJIb AEJIETUPOBAHMSL.
Jlo cux mop cambIM paclpOCTPaHEHHBIM SIBISETCS AMPEKTUBHBbIA CTHJIb YNPaBJEHUS.
Menemxepsl, puaepkuBaronuecs (IoIb3yIOLIUECcs ) 3TOTO CTUJIS, pa3padaTbIBAKT CTPATETHIO,
CTABAT LeJIM U 32/1a4M, JOBOAAT LeJIM M 32Ja4H /10 CBe/IeHUs OTYNHEHHBIX, pacnpenesiioT
poau, pemas KTO U Kakylo paboTy OyIeT BBINONHATh, KOHTPOJIHPYIOT paboumii mporiecc,
OTCJICKMBAIOT U OLIEHMBAKT PadoTy MOAYMHEHHBIX. MeHekep MOJHOCThIO OepeT Ha cedst
OTBETCTBEHHOCTD 32 NpUHATHE perieHuii. [10100HBIN CTUIB yIIpaBIEHUS 1aeT PYKOBOIUTEIIO
BO3MOKHOCTH (0 enable) moaHOCThI0 KOHTPOIMPOBATH paboUHMii IpoIIecc.

Tak Ha3pIBacMbI JMCKYCCHOHHBIH CTHJIb Oojnee imOepanbHBIA. MCMOmB3ys STOT CTHIIb
YHOpaBJICHUA, PYKOBOJAUTECIIb XOUCT IMMOKa3aTh, YTO OH JOBCPACT CBOUM IMOJYNHCHHBIM. Bo BpeMA
TUCKYCCHUM pPYKOBOJAWUTEIb U COTPYAHHUKHM BblABHraroT (present) wuaeu, oOMeHHBaOTCA
uH(popmarueii. MeHepkep, 3a/1aBas BOIPOCH, MbITAETCS BBITAHYTh W3 COTPYJAHUKOB HIEH.
[TonoOHBIN CTUIL yHpaBiCHHS YJay4llaeT KOMMYHHMKALMIO, CO31aeT y COTPYJHUKOB
OlLIyLleHHE YBJIEYEHHOCTH mpoueccoM padotrbl. (OKoHYATe/bHOE pelIeHHe MOKeT
NPUHUMATBCS COBMECTHO, HO 3a4acTyIO pelleHrne TPUHUMAET PYKOBOJUTENb.

CTuIb TeJ1ernpoBaHus MMOAXOIUT He JuIs Bcex kommanuii(not all companies opt for..), u cpenu
PYKOBOAMTEIICH HE TAK MHOTO TIpHBEP>KeHIIeB 3Toro cTuiist (the majority of managers are reluctant
to use this style of...). DTOT cTHIb ynpaBIeHHS MOXHO HCIOJIb30BaTh TOJIBKO B CIIydae, €CIIH
COTPYIHHKH MOTHBHPOBAHBI, KOMIIETCHTHBI, TOTOBbI OpaTh Ha ce0sl OTBETCTBEHHOCTH 32
NPUHSATHE PelIeHN i, KOr/Ia COTPYAHNUKH YeTKO NMPEeACTABISIOT, YTO, KAK M KOIJIa J1eJaTh.
Hcrionb3yst TOT CTHIIb YIIPABICHHUS, PYKOBOIUTENb CTABUT LEJIH, HO pellleHHe 110 TOBOIY TOTO,
KaKk JA0CTHYb TMOCTABJEHHBIX 3a71a4, NMPUHUMAET COTPYAHUK. DTO JAaeT COTPYAHHKAM
BO3MOKHOCTh JKCIHEPUMEHTHPOBATH, CO3/1aCT YyBCTBO OTBETCTBEHHOCTH, HO TOMOOHBIN
noaxoa tpebyet (t0 require) mmurensHOU moaroroBku (Staff training) corpynuukos, u, Tem He
MeHee, OINOKY HEN30EKHEI.
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3aganue 10.
IIpounTaiiTe U NPpOAHATU3UPYIITE CIEAYIOIIHNA TEKCT, 0OTBETHB Ha BONPOCHI HUKE:

There can be a few types of restructuring:

1. Relocation — when the activity remains within the same company, but is transferred to another
location in the same country. Businesses may relocate for quite a few reasons: proximity to
needed transportations, more advantageous financial terms, or, in some cases, a friendly
community environment.

2. Offshoring/outsourcing — when the activity is relocated or outsourced to another country. For
example, Levi's and many other manufactures outsource their production to less developed
countries with lower wages, which helps companies to drive costs down and maximize profits.

3. Outsourcing —when the activity is subcontracted to another company within the same country.
It can be cost-effective because it helps the enterprise to reduce costs, and second, it allows the
company to concentrate on its core business and leave the remaining tasks to outsourcing firms.

4. Merger/Acquisition — when you acquire a business or some other company acquires your
business, or when two businesses decide to merge together, a massive restructuring is a must.
When Glaxo Wellcome and SmithKline merged together to form Glaxo SmithKline in 1999,
both companies had to undergo massive restructuring, and there was some major downsizing
before as well as after the new company was formed.

5. Downsizing — one common reason for restructuring a company is to downsize its workforce.
This type of restructuring is tough and is mostly adopted to overcome adverse situations. When
the management of a company has to cut costs down and increase organizational efficiency,
they can make a painful decision to lay off staff. Take the case of auto- giant General Motors,
which in 1991 had to shut down 21 plants and lay off 74 000 employees, or IBM which had to
lay off 85 000 employees to stay in business. Still downsizing is not always a result of business
losses; it may be needed in cases of merges and acquisitions to avoid duplication of functions.

6. Delayering — it involves breaking down the classical pyramid setup into a flat organization.
Basically, delayering is the process of reducing the number of levels and the main objective of
this type of restructuring is to get rid of unproductive and highly paid white collar staff. In the
80s General Electric reduced the number of management levels from ten to four in order to
improve overall productivity. With fewer organizational levels, top managers can
communicate more directly with front-line employees, the people who actually produce the
goods or services, and deal with customers. Thus, the decision making process becomes more
effective. Another advantage of delayering is that with less direct supervision, employees
have often been encouraged to make more decisions for themselves in a process of
empowerment. The benefits of empowerment are many: higher motivation and job satisfaction,
an enhanced sense of responsibility, greater collaboration. Empowerment is a total
commitment to doing business in a productive and positive manner. Managers and workers
feel they are contributing and making a difference. Employees who consistently feel
enthusiastic about what they are doing, do a good job. Empowered employees take pride in
their work.

Restructuring a company can improve efficiency, optimize costs, maximize profits, and
enhance communication and coordination. Reorganization and restructuring can make a company
more flexible and responsive. Failure to change may influence the ability of a company to survive.
Yet, employees do not always welcome changes and resistance to change is one of the reasons
why reorganization can fail. People often resist change because it inevitably brings feelings of
uncertainty. The feeling that the future is unclear is enough to cause people stress. Restructuring
often means that some positions will be eliminated, and cases of reorganization and downsizing
are often met with dismay about job losses. People also resist change when they feel that their
performance may be affected under the new system. Studies show that people who have lower
confidence in the ability to perform well after reorganization are unlikely to be committed to the
proposed change. One other reason why people resist change is that change may affect their power
and influence in the organization.
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There are many reasons why employees may resist change. Still, change is inevitable and
however painful it can be, with changing times and changing market conditions, restructuring is
one of the options for a business to stay on track.

1. Why do you think it is so important for a company and its management to stay open-
minded, be prepared to face change, and make necessary adjustments?

2. What internal and external factors can cause changes? (E.g. internal factors: poor
marketing strategy, high cost rigid structure, poor management. External: competition and
penetration of bigger players onto the market, changes in consumer behavior, globalization) What
else?

3. How do you understand a doctrine in business planning that structure follows strategy?

4. What changes can occur as a result of influence of different internal and external factors?

5. What is restructuring? Can you give an example of a successful restructuring?
(mocmotperh Yandex: mabpars General Electric Restructuring and Jack Welch: cmotpers Two-
decade transformation under the leadership of Jack Welch —Bemmcars 5-6 mpemmoxxenuit s
OTBETa Ha BOIPOC )

6. What are the positive consequences of restructuring and delayering?

7. What are the possible negative side-effects? Why do you think many employees resist
changes?

8. What is empowerment? Why do you think some organization have pushed towards
decentralization and empowerment? Can General Electric Company be an example? Did the
company benefit from it?

9. What are the benefits and drawbacks of empowerment?

3ananme 11

Paspirpaiite mo poJasim ciaenywomyr curyanuio. Ilocie 3Toro mpoanaausupyiire
AUAJIOT M CKAaXKUTe, ObLI JIM TeJie()OHHBIN Pa3roBop ycleleH.

STUDENT A. You are Mr /Ms Tanaka, a supplier. You met Mr /Ms Senora at a trade fair
last year. He/she may be interested in placing an order for some of your products. Call him/her
and invite him/her to be your guest for lunch next Thursday when you'll be in town. Ask him/her
to suggest a nice restaurant near his/her office. Find out what sort of restaurant it is and how you
can get there on foot from the central railway station. Ask what rime you should book a table.

STUDENT B. You are Mr/Ms Senora, in charge of buying i applies for your firm. You met
Mr /Ms Tanaka at a trade fair in his/her country last year. He/she supplies a product you may be
interested in. You haven't heard from him/her since then. Next Thursday you are free for lunch but
you have to be back in the office at 2.30 for a meeting. If you are asked to recommend a restaurant,
suggest a place you really do like in your own town.

7.3.3. TunoBble 3aJaHNS U (MJIH) MATEPHUAJIBI /Il OLIEHKH HABBIKOB

TUITOBBIE 3ATAHUA UIA ITPOBEPKM YPOBHA COOPMUPOBAHHOCTHU
HABBIKOB JIUIAA KOMIIETEHIIMU OK-4

3aganue 1.
H3yunTte keiic Hu:ke. Pemure, kKakoil BApUAHT, 10 BallleMy MHEHHI0, Oy1eT HauboJiee
3(l)q)eKTl/IBHblM B BBISABJICHUHU TAJAHTJ/JIUBBIX CTyHeHTOB MapKeTOJIOFOB. HO}]FOTOBLTC
YCTHYIO NPe3eHTANMIO Kelica HAa AHIVIHIICKOM fI3bIKe, 00bSICHUB CBOM BHIOOP.

MARKETING TO STUDENTS
Virgin Mobile is a phone operator that provides a wide range of mobile communication
services to its customers in the UK. Competition between mobile phone operators is strong and
winning a large market share in the student market is vital. Students use their mobile phones a lot
— to call friends and family, and also to get information and play games. There are 2.5 million
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students in the UK, and 96 per cent of them own a mobile phone. But it is difficult to market to
students because they are hard to reach and cynical about sales pitch.* Virgin Mobile has decided
that the best way to promote the brand to students is to find insiders: student marketers who will
work on promotional campaigns in their own universities.
The problem for Virgin Mobile is how to identify student marketers with brilliant ideas
and good selling skills. There are three options:
1)Use standard job recruitment methods. Post a job advertisement, select from written
applications and hold interviews in each university.
2)Recruit people at student fairs. Universities hold fairs for students at the start of each
year. Different companies have stands at these fairs to sell their products or services to students.
Students can find out about things that may be helpful during their student life. Virgin Mobile
could set up a stand at student fairs, tell those who come to the stand about marketing opportunities
and recruit interested students “on the spot”.
3)Hold a competition in which students suggest ways to promote the brand to other
students. The students with the best suggestions get the chance to put their ideas into practice and
win an attractive prize.

3aganue 2.
Hanummure nucbM0-0TBET Ha peKJIaMy JAHHOH BaKaHCHH, CONPOBOkAaoIee pe3rome lona
deiibpaszepa.

SALES MANAGER TRAINEE (ENTRY LEVEL)
Regal Marketing, one of the top promotional marketing and sales firms is seeking motivated
and hard-working Sales Manager Trainees to join our growing team. The goal of the position
is to prepare you for a sales management role. If you are a fresh college graduate who is
seeking a company to grow with and you are looking to begin an exciting and
rewarding career in sales, this is the ideal opportunity for you!
Job Requirements
o Education in relevant field (Bachelor or Master degree in Economics)
Must be a self-starter with good time management skills
Enjoys being around people and displays a positive attitude
Excellent oral and written communication skills
Ability to work very hard

If you’re interested, and you think you are tough enough to cope with the workload, send your
CV and covering letter to Celine Greenwood at the address below.

Regal Markwting, 3309 Hooper Ave, Los Angeles, CA 90011
E-mail: cgreenwood@regalm.com

Don Fairbrother

8943 W. Pico Blvd

Los Angeles, CA 90035
Contact: (310) 402-3974
Email: don@anymail.com

Career objective
To gain the position of a sales associate trainee with a view to develop my sales and marketing
skills in a fast-growing organization.
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Education

2013 — present University of California, Master’s degree

2009-2013  University of California, a first-class Bachelor of Business Administration degree
Professional Experience

January 2014 till date

Orchid Products, California - Sales Manager Assistant (internship)

Help the Sales Manager with gathering and recording customer information and sales activity
data

Interact with customers via phone to sell products of the organization

Participate in professional development trainings, training sessions and meetings

Perform other job responsibilities as required by the management

Personal Skills

Eagerness to acquire new skills and knowledge, excellent negotiation and communication skills,
strong analytical skills, ability to work under stress, good time management skills.

Activities and interests
Travel, discussion clubs

3aganue 3.
Pa3zpaGoTaiiTe M 3anuIINTe HA AHTJIMICKOM SI3bIKE MAPDKETHHIOBbIN IVIAH 1JIs1
BbIOpaHHOro Bamu npoaykra, paccMoTpeB ocHOBHBIE YeThbipe I MapkeTHHra:

Product: What identity does your product have? What does it do? Why will people
want to buy it? Does it have a good brand name?
Place: What geographical markets will you target and why? Will they be local,

national, international? What social groups/types of customer is the
product aimed at? How will the product be sold (Internet, high street,
direct mail, etc)?

Price: How much will the product cost? What type of profit margin do you
expect? Will the product be priced differently for different markets? Will
there be any special offers or discounts available?

Promotion: How much will you advertise the product(word of mouth campaign,
magazines, broadcast media, posters)? What type of launch will the
product have? What will the initial promotional budget be?

3ananmne 4.
CocTaBbTe cBOE COOCTBEHHOE Pe3loMe HA AHTJIMICKOM fI3bIKe, HCIIO0JIb3YSl CJIeXy oIl
IUIAH:

Prepare your own resume (CV). Start with personal information, state the position you
would like to apply for (career objective), employment experience (if you have any), write about
your education, additional skills, activities and interests. Be ready to explain when asked, why
you would like to apply for this position and how you think your skills, achievements and
abilities relate to the position you are applying for. Be ready to answer the following questions:
1.  Why are you applying for the position?

2. What are the requirements?

3. Why do you want to work for this company?

4. What makes you a good candidate for the position?

5. Do you think your education, achievements and personal qualities are in line with the
position you are applying for?

6. How can you contribute to the prosperity of our company if we hire you?

7. What are your strong points?

8. What is your biggest weakness?
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9. How do you handle mistakes?
10. What is your biggest achievement?

Personal detail: Date of birth:
Address:
Marital status:
Contact details:
Education:
Specialty:
Supplementary
education:
Work experience:
Professional Skills: -Keen to develop a career in
-Get on well with others and work as
part of a team;
-Take interestin ................
-Knowledge of .................i
-Experienced in manufacture,
installation and testing ................
Personal qualities: Good communicator;
Analytical mind,
responsible;
hard-working;
non-smoker;
Foreign Languages: English — advanced
Additional information: Hobbies: Radio engineering; tourism; sport;
driving license B.

YCTHO 0TBEeThTE Ha BONPOCHI JIJIfl co0ecel0BAHUSA 10 pe3loMe:
Career knowledge/ motivation
What are your career goals?
Where do you see yourself in five years’ time?
What qualities/skills do you have which you consider make you suitable for this position ?
What work experience do you have of that kind of business?
What excites you about the job you are doing now?
How well do you get on with your boss?
Why do you want to leave your present job?
Which other jobs/companies have you applied for?
We have a lot of applicants for this job, why should we give the job to you?
10. What do you expect to get from our company?
11. What salary do you expect?
12. What things about this job do you think would be difficult for you?

©CoN>O~WNE

Self Knowledge
1. Tell about yourself.
2. What are your strengths?
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What are your weaknesses?

What do you consider to be your greatest achievement?

What are you most proud of having done recently?

How would you describe yourself?

Are you a team player? (Do you prefer to work with others or by yourself?)
Do you consider yourself to be a leader or a follower?

Do you have trouble delegating?

©ooND O~ W

Personality
1. How tough are you? If the going gets rough will you stick it out?

2. Are you prepared to take decisions, especially hard ones? And not blame others if you get it
wrong?

Are you good at organizing yourself or other people?

Do you believe in yourself, and have confidence in your own abilities and decisions?

Are you experienced in managing your own time and money, or that of other people?

What hours are you available for work?

Would you do overtime work if necessary?

Can you survive without holidays, and losing your weekends, if the business needs your time?
How do you handle mistakes?

©ooND O~ W

Dealing with other people

1. How well do you get on with other people socially? Do you have many friends and contacts?
2. How well do you get on with others at work? Are you a good leader at work, on the sports
field, at the local youth club, anywhere?

3. Are you good at taking advice from others?

4. Are you the sort of person people rely on, or do you tend to rely on others?

Knowledge of Company

1. What do you know about our business?

2. Why did you decide to apply to us?

3. Who do you see as our major competitors?

Educational History

1. Why did you choose your degree course? What aspects of the course did you find most
challenging (and why)?

2. What made you study foreign languages?

Interests/Activities

1. How do you spend your vacation?
2. What do you do to relax?

3. What are your hobbies?

3aganue 6.
YBuaen pexiaamy B Daily Mirror, Monuka Ba3 pemniia nogath 3asiBKy Ha J0/KHOCTh

MEHEIKEpPa 0 MAPKETUHTY. BHuMmaTtenbHO npoanaﬁTe 00bsIBJICHHE U €€ pe3roMe n
IOJArOTOBHTE €€ IMUCHbMO-3asiIBKY Ha AHTJIMHCKOM SI3BIKE.
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Marketing Manager
The successful candidate will develop and execute overall marketing strategy, work with key
accounts and take hands on responsibility for a new profit centre in the north of France.
Candidates must be educated to degree and have 5+ years’ sales/marketing experience.
Fluency in English and French is essential.
We offer a competitive salary, a comprehensive benefits package and relocation assistance.

If you’re interested , and you think you’re capable of the kind of ideas that stand out in an
increasingly media literate society, send your CV and covering letter to Michelle Hocking at
the address below.

Clarke Hooper, St.Laurence Way, Slough, Berkshire, SL1 2BW. E-mail: michelle@chc.co.uk

MONIKA VAZ Hermanstrasse 16
Koln, 50858 Germany
Tel: 0049 221 5036887
E-mail: mvaz@cybermail.com

Objective: Seeking a position of responsibility in the field of Direct /Internet Marketing

Employment History

2003 to date: assistant marketing manager

Phoenix Media, Hamburg, Germany

Planned and developed direct mail campaigns for major clients in the retail sector. Advised on
internet marketing strategies. Conducted in-depth market surveys. Organized company
participation at various media and direct mail events and made presentations of Phoenix products
and services.

2002-2003: Assistant Sales Manager.

MSV — Business Services.

Amsterdam, Netherlands

Responsibility for finding new clients, managing key accounts and order processing.

Qualifications

1999-2002: Graduated from the University of Vienna with an Honours Degree in Sales
Management.

Main course components: sales and marketing, accounting, European business law, media studies,
economics, and information technology. Options: sociology and politics.

Awarded high school leaving certificate from the Vienna Schule, majoring in economics.

Other skills
Computers: Experience in programming in HTL, Flash and Dreamweaver, MS Office, SAP.
Languages: Mother tongue German, fluent French and English, proficient in Italian.

Personal interests
Sports: horse riding and snowboarding. Hobbies: music(jazz, piano) and theatre (member of an
amateur theatre group).

References
Professor Jurgen Drexler, University of Vienna.
Norman Achilles, President of the European Marketing Foundation.
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TUITOBBIE 3ATAHUSA UK ITPOBEPKH YPOBHS COOPMHUPOBAHHOCTHU
HABBIKOB JIUT1 KOMIIETEHIIWUA T1IK-7

3aganue 1.

N3yuurte naHHBIA Kelic U MIPOAHATU3NUPYITE BCe TPU OM3HEC CTPATeruy 1JIsl CIIOPTHBHOM
oxe:xkabl Una. IlpencraBbTe cBOM HAeH AJis1 Oyaylueil crpaTerud KOMIIAHUHM B MUCbMEHHOM
oryere.

Una Sportswear

Una Sportwears is an Italian sportswear manufacturer. It was founded by Franco Rossi in 1978
and has since become a world-famous company. Originally, it specialised in tennis shoes, but later
it diversified into football, athletics, tennis and volleyball clothing. The directors of the company
are of different nationalities, and the working language of Una Sportswear is English.

During the last three years, Una Sportswear's annual results have been disappointing. Profits have
fallen steadily while costs have risen, and competition in its main markets has been fierce. At
present, it is reviewing its strategy in order to improve its performance. It also faces the possibility
of being taken over. A giant French retailing group has announced that it would like to acquire the
company, but only in the event of a 'friendly takeover', with full agreement from the present
management.

Franco Rossi is now 58 years old. He would like to become Chairman of the company in the near
future and to appoint one of the present directors as CEO to run Una Sportswear. There are three
possible candidates for this position. Each candidate will present his/her ideas for the company's
future strategy to the board of directors. The director who makes the most persuasive presentation
will replace Franco Rossi as CEO of the company.

Problems faced by Una Sportswear

A report by JPS Consultants identified four reasons for Una Sportswear's poor results in recent
years. The company had:

* launched too many product lines in a wide range of sports

« invested in too many expensive endorsements with top sports people

« suffered from fierce competition from stronger rivals

* lost its reputation for being innovative.

Strategies for turning round the company
The leadership candidates will present three alternative strategies for the Board to consider.

Strategy 1
Una Sportswear must give up its independence and merge with, or be taken over by, a larger,
financially stronger company.

Strategy 2
Una Sportswear should acquire a number of smaller companies and focus more on making sports
accessories.

Strategy 3

Una Sportswear should grow organically by revising its organisation, product ranges and
marketing strategy.
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3aganue 2.
N3yunte pansblii keiic, nposeaute SWOT-ananu3, wucnoab3ys wuHpopManuo u3
MPOYMTAHHOIO Keiica U COCTaBbTE PEKOMEHJAlUH, KOTOpbie MOIJHM Obl MOMOYb CHACTH
koMnaHumw. [logymaiite, B 4aCTHOCTH, O TOM, YTO MOKHO ObLJIO0 ObI CAEJATH, YTOOBI:
- U3MeHUTHh KOPIIOPATUBHOM KYJbTYPBbI
- YIy4lIUTh Ka4eCTBO
- COKpaTuTh U31EPKKH
- HailTu 1 ucciie10BaTh HOBbIE PHIHKH
- BocCTaHOBHMTB penyTanni0 KOMIAHUU
IIpeacraBbTe peKOMEHAAUMH B IUCBLMEHHOM OTYeTe.

MACBETH Glassware

Macbeth Glassware, founded in 1837, has a long history of producing beautiful glass
objects and ornaments. They have always been popular wedding presents. Glass-blowing and
glass-cutting, which is performed by hand, are highly-skilled jobs and Macbeth employs some of
the best craftspeople in the world (average age 53). The factory produces over 8,000 glass objects
per year, of which 1,000 are responsible for 80% of overall sales. There is a lot of waste and
breakage. Each item is inspected by a supervisor who checks it for flaws and then issues a
certificate of authenticity. Up to 20% of finished items are rejected; 15% are sold as *seconds, and
the remaining 5% are melted down and recycled.

The company employs 600 people, 200 produce the goods, and the rest are clerical staff,
work in the stock room, or are managers. Most craftspeople are paid on a *piece-work basis, and
feel that they have low status in the company. There is a big division between blue-collar staff and
white-collar clerical workers, with separate restaurants and facilities for factory workers and
management. There are five levels of management in the company, and a poor relationship exists
between management and the workforce.

Sales have fallen dramatically in the past three years. There is strong competition from the
Czech republic and Poland, which produce good quality goods which are less expensive.
Department stores have complained about late deliveries and slow ordering facilities (mail order
only). A few years ago the company launched a cheaper range of glass ornaments called the
MacAnimals range. This has damaged the company’s upmarket image. An important chain of
department stores has stopped stocking Macbeth products. The consultants believe there could be
a big market for these goods in North America (including Canada), Australia, and New Zealand,
where many people are of Scottish origin.

*Glossary:seconds with only small defects; piece-work they are paid for how much they produce

3aganue 3.

HN3yuure naHHBIN Kelic. Bbl siB/IseTech YWieHAMH PeKJIAMHONH KOMaHAbl B KOMIIAHUU
Dokyc. [1oaroToBbTE pEKJIAMHYI0 KAMIIAHUIO JJI1 OJJHOTO U3 NMPOAYKTOB HJIH YCJIYT.
I/ICHOHBSyﬁTe KJIHY€BbIC BOIIPOCHI HUYKE, YTOOBI NMPOAHAJIU3UPOBATH MMPOAYKT U BblﬁpaTb
NMPpaBUJIbHBIC METOAbI MMPOABUKCHUA. HpeZICTaB])Te CBOI0 PEKJIAMHYIO CTPATEruio B
YCTHOM OTUYETE HA AHIJINIICKOM fI3BIKE.

Focus, a large advertising agency based in Paris, has a reputation for creative imaginative and
effective campaigns. Recently however, Focus’s reputation was damaged when two major clients
changed to rival agencies. Focus now needs to convince potential clients that it still has plenty of

creative ideas to offer.
At present, Focus is competing against some well-known agencies for several contracts. It has
been asked to present ideas for advertising campaigns to the managements of the companies
concerned. Concepts are required for the following advertising campaigns:
e A sports car. A high-priced, hand-finished model with a classic design. The car was
popular in the 1950s and 60s. An American firm now wants to re-launch it. (Target
consumers will be high-income executives with a sense of fun and style.)
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Aim: An international campaign, with advertising adapted to local markets.

e A perfume. A unisex perfume with bio-degradable packaging. Produced by a well-known
up-market manufacturer. The company now wishes to enter the lower end of the market.
Aim: Launch the perfume in an English-speaking country.

e A chain of eight London restaurants. The restaurants (specializing in your national
cuisine) are in prime positions and offer extensive menus. They are reasonably priced, but
are not attracting enough customers.

Aim: A creative campaign to improve sales.

e A major bank. The bank (in an English-speaking country) wants to advertise the following
new services:
1.Competitive low-interest mortgages
2.Direct telephone banking
3.A foreign travel service
Aim: Develop loyalty among existing customers and attract new ones.

11 It has also asked your agency to suggest other campaigns.
KEY QUESTIONS:
1.What is the campaign’s key message?
2.What are the USPs of the product or service?
4.Who is your target audience?
5.What special promotions will you use at the start of the campaign?
6.What media will you use? Several, or just one or two? Use this checklist as a guide, brainstorm
some ideas and produce a draft of a poster or a thirty-second radio/TV commercial. Remember
AIDA (attention, interest, decision, action).

— What kind of image do you want to project?

— What approach/technique will you use?

— How will you attract the reader/listener’s attention?

—  What will your slogan be? (maximum 10 words)

— What pictures or photographs will you use?

—  Will you use someone famous to endorse the product?

— Will you invent a jingle or use a cartoon character?

— Who will you use to do the voiceover?

3aganue 4.
W3yuure naunsrii keiic. [Ipencrasbre, uro Bl mupexTop Business Equipment and
Systems. BoinojiHuTe ciieaylollee 3aJaHue:
1. Ilpoananu3upyiite Bce npod/emMbl, BIAUSIONIHE HA Ppa00Ty 0TAeJa MPOJAK.
2. [Ipepsio:xkure crnoco0bl moBbilieHUs 3P PekTUBHOCTH padOThHI 0T/AE/IAa MPOJAK.
3. PazpatoTaiiTe miaH JeiicTBUil HA OJIMKaliIMe MOJIT0AA.
H3znoxure Bamm npeaioskeHusi B NUCbMEHHOM OTYeTe-MUCbMe akuuoHepam BES.

CASE STUDY: THE NEW BOSS

Background

Business Equipment and Systems (BES), based in Birmingham, England, sells fax
machines, data projectors and slim plasma screens. Eighteen months ago its national Sales
Manager< Vanessa Bryant, moved to a senior management position. Her replacement, Nigel
Fraser, has been told to increase turnover by at least 10% and to create a high-performing sales
team.

However, since Nigel’s appointment the team has not been working effectively and morale
is low. Last year’s sales were over 20% below target. The sales team has a mix of nationalities
because BES intends to enter other European markets in the near future.

Nigel Fraser is well aware that his sales team is not working well together. Before
considering what action to take to improve its performance, he made some notes on the team.
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Read about Nigel and then read the notes on the sales team.

NIGEL FRASER. A ‘whiz kid’. Previously worked for a business equipment chain.
Ambitious and creative with a direct, ‘no-nonsense’ approach. Task-oriented, he sees his main
objective as meeting sales targets. Very disappointed with current sales performance. Believes the
team needs to be controlled more tightly and is underperforming because of bad habits acquired
under Vanessa Bryant.

JOHN. Fax machines. Aged 42

Personality: Calm, relaxed, reliable. A good influence on the team.

Performance: Missed his sales targets five times last year. Ranked sixth in department
(value of sales). Competition very strong in the fax machine market. Steady worker.

Good/bad points: Supports Nigel, good team player.

Other: Very popular with everyone.

MARTIN. Plasma screens. Aged 35

Personality: Extrovert, dominating, charismatic

Performance: Top sales person last three years (value of sales).

Good/bad points: Popular with customers. Unpopular with some colleagues. Typical
comments: ‘arrogant’, ‘boastful’, ‘doesn’t listen’. Often late for meetings or makes excuses and
doesn’t come.

DENISE. Fax machines. Aged 35

Personality: Dynamic, moody, outspoken.

Performance: Excellent. Ranked fourth. Usually meets her sales targets.

Good/bad points: Gets on well with John and Robert. Argues a lot with Markus in meetings.
Becomes very aggressive.

Other: Used to have a personal relationship with Markus.

MARKUS. Plasma screens. Aged 30

Personality: friendly, charming, volatile

Performance: Needs to improve. Ranked fifth (value of sales).

Good/bad points: Talented salesman, but inconsistent. Works hard when he is in the mood.
Popular with most colleagues. Always makes his final call close to home (not good for the
company).

Other: Dislikes Denise and shows it!

ELIANA. Data projectors, new products. Aged 25

Personality: Very ambitious, hard-working, creative

Performance: Excellent. Ranked second in department (value of sales).
Good/bad points: Feels demotivated. Wants to move to plasma screens.
Other: Some people are envious of her success. They don’t accept her ideas.

ANNA. Fax machines. Aged 26

Personality: Reliable, quiet, hard-working

Performance: Missed her sales targets three times last year. Ranked seventh in department
(value of sales).

Good/bad points: Some good ideas but colleagues don’t listen to her. Very helpful to her
colleagues.

Other: Martin and Markus often “put her down’ in meetings.

ROBERT. Data projectors, new products. Aged 46
Personality: Strong, sociable, team player
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Performance: Very good. Ranked third in department (value of sales).

Good/bad points: Highly experienced salesman. Enjoys meetings, a lot of ideas.

Other: Hates Martin. They often insult each other at meetings. Very unhappy with the
atmosphere in the department. Is considering leaving the company.

Additional problems in the sales team

1. When the sales staff miss their targets or when customers complain, the staff blame each
other or other departments. No one takes responsibility for mistakes.

2. Members of the team do not help each other enough, for example by passing on
information about customers. Some members dislike each other.

3. Staff become aggressive when Nigel criticizes them for poor performance.

4. Morale in the department is poor. Nigel felt happier in his previous job, and he has heard
people talking about the ‘good old days’ when Vanessa Bryant was running the department.

3aganue 5.

N3yunte nannbiii keiic. [IpeacraBbre, uro Bol nupexktop SLIM GYMS. Usyunte
KapTOTEKY YeThIpeX KAaHAUWAATOB H MPOAHAJM3UPYITE UX CHJIbHbIE U cJ1a0ble CTOPOHBI.
Bbi0epure syuniero kanauaaTa Ha J0JKHOCTh I'eHepanbHOro Aupexkropa. Usioxure
Bamm npeasioxkeHusi B NMCbMEHHOM oTYeTe-uchbMe akuuoHepam SLIM GYMS.

Case Study SLIM GYMS

Background

SLIM GYMS owns and operates six health and fitness clubs in Manhattan, New York. The
clubs aim to appeal to people of all ages and income groups.

All the clubs have a large gymnasium, with the latest equipment, an aerobics studio, a
solarium, a swimming pool, sun decks, a café, bar and clubroom. There are always several fitness
instructors on hand to advise people and provide them with personalized fitness programmes. A
wide range of aerobic and relaxation classes run throughout the day and during the evening. The
clubs try to create a friendly atmosphere, organizing numerous social activities to bring members
together. Three of the clubs are located in areas where large numbers of Spanish, Chinese and
Italians live. Slim Gyms recently advertised for a General Manager.

SLYM GYMS - THEJOB
— Developing a customer-oriented
General Manager culture in the organization in the clubs
Required for our chain of Health and Leisure — Increasing the revenue and profits of
Clubs the six clubs in Manhattan
e Salary negotiable — Exploiting new business
e Excellent benefits package opportunities
— Liaising with and motivating our team
Apply to: of managers and their staff
88 Harvey Place 11-G — Contributing to marketing plans and
New York strategies
NY 10003-1324 _  THE PERSON
— Dynamic, enthusiastic, flexible
— Asstrong interest in health and fitness
— A good track record in previous jobs
— The ability to work with people from
different cultural backgrounds
— Outstanding communication skills
— A flair for new ideas and sound
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| organizational skills

Name: Isabella Rosetti
Age: 35

Marital Status: Single

Education: Princeton University — Master’s Degree in Business Administration (MBA)

Experience: Advertising agency for the last years. Important position liaising with clients
and managing a team of 10 people. Previously worked as Sales Manager in a department store.
Previously worked as Sales Manager in a department store (Chinatown area).

Outstanding achievement: Got a contract with a major advertiser.

Skills: Fluent Italian, judo expert, paints.

Personality/appearance: Well dressed and self-confident. Says she is usually successful
when she wants to be. Thinks women are better managers than men: “They listen more and use
their intuition to solve problems.”

Comments: Positive reference, but employer suggested she sometimes took days off work
with no good reason. Several good ideas for increasing revenue, e.g. by setting up beauty centres
in our clubs. Didn’t mention the cost of doing this! Above average score on our aptitude test.

Name: Michael Bolen

Age: 36

Marital Status: Married, with three children

Education: Columbia University — Master’s Degree in Business Administration (MBA)

Experience: Four years with international sports good manufacturer — Marketing Director.
Previous experience with a variety of firms (sales, administration). Wants to work for a smaller
organization.

Outstanding achievement: Successful product launch in previous job.

Skills: Numerate and good with computers. Only a few words of Spanish.

Personality/appearance: Forceful, determined, with strong news. Likes to ‘keep his
distance’ from people until he knows them well. According to the letter of reference, ‘Some
women find him too assertive and cold.’

Comments: Unhappy in present position. He has often changed jobs. Aptitude test —
average score.

Name: Bob Wills

Age: 40

Marital Status: Single

Education: Park High School

Experience: Twenty years in US army — Physical Fitness Instructor. Travelled all over the
world. Left army three years ago. Has taken courses in marketing, management and computing.
Over the last two years has run a fitness centre in Lower Manhattan very successfully.

Outstanding achievement: Two decorations for bravery.

Skills: Speaks Spanish fluently (his girlfriend is Puerto Rican). Is a successful disc jockey
in a downtown club.

Personality/appearance: Correctly dressed in a dark suit, but has tattoos. Sociable, with a
lot of friends. Enjoys parties and dancing.

Comments: Believes you should always stick to the rules. Values honesty and reliability.
Can be quick-tempered if people are not doing their best. Very enthusiastic with many good ideas.
High score on aptitude test.

Name: Stephanie Grant

Age: 30

Marital Status: Married, no children

Education: New York University — BSc in Business Administration

Experience: Former swimming champion. Competed at Olympic Games. For last six years,
highly successful presenter (children and sports programmes).
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Outstanding achievement: VVoted Top Sports Personality on a cable TV channel four years
ago.

Skills: Exceptional sportswoman.

Personality/appearance: Beautiful, clever and successful. Good sense of humour. On
television, handles people well. Presents an image of a caring, sympathetic person.

Comments: ‘She’ll do anything to get what she wants,” wrote one journalist. At 24, she
gave up competitive swimming, following rumours of drug-taking. Aptitude test — above average.

7.4. IlepeyeHb BONPOCOB /IS MOATOTOBKH K 324€Ty C OLCHKON U IK3aMeHY

1.What is the difference between a sole proprietorship and a partnership? (analyze the
formation, control, liability for debts, advantages and disadvantages).
1.What are most people’s main personal assets?
2.How can a sole trader get the capital to set up a business?
3.Why do we say that proprietorship is the simplest form of business organization?
4.Do you agree that a proprietorship can go out of business as easily as it goes in?
5.1s forming a partnership as easy as forming a sole proprietorship? Why (not)?
6.Are these two forms of business organization subject to public report? What authorities must
have access to the books of a partnership?
7.What are the advantages of a sole proprietorship in comparison with a partnership?
8.What are the advantages of a partnership in comparison with a sole proprietorship?
9.What are common disadvantages of these two forms of business organization? How was the
problem of unlimited liability solved in a partnership in 19077
10.What are the advantages and disadvantages of being a sleeping(silent) partner?
11.1f you were to choose between a sole proprietorship and a partnership, which form would you
choose and why?

2. What is the difference between a private and public limited company? (analyze the
formation, control, liability for debts, advantages and disadvantages).
1.What is a corporation? What two forms of a corporation are there?
2.What papers must the promoters of limited companies present to the Registrar of Companies?
3.What kind of shares do you know? Are all shareholders guaranteed dividends at the end of the
year?
4.What are the main advantages of a limited company (be it private or public)?
5.Why do most writers on small business advise getting professional help from lawyers and
accountants when a person starts a private limited company?
6. What can you say about transfer of ownership in a private limited company and in a public
limited company?
7.Do the shareholders lose their personal assets if a private limited company goes bankrupt?
8.What are the advantages of a public limited company in comparison with a private limited
company?
9.What are the advantages of a private limited company in comparison with a public limited
company?
10.Dwell on the process of going public. Why is IPO an expensive thing to do??
11.What can make a business operating as a public limited company exit the stock market?

3.What kinds of organizational structure can a modern company choose as its basis?
Speak about the pros and cons of the functional and geographic structure.
1.What is the role of the structure? In what way is the structure connected with the strategy?
2.What organizational structures do you know?
3.What area was the functional structure borrowed from? Why does it still top the list of all
organizational structures?
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4.What is the main drawback of the functional system and what was done in the 1980s to do away
with it?

5.When does restructuring occur? What three conditions does successful restructuring depend on?
6.Why is the functional structure unsuitable for multinational companies?

7.How can local manages capitalize on the geographic structure?

8.How are area managers encouraged to work better?

9.What are the main disadvantages of the geographic structure?

4. Outline the pros and cons of the matrix structure and organization along product
lines.
1.Do all multinational companies organize themselves geographically? How is Microsoft
organized? Why?
2.What is the structure along product lines characterized by?
3.What are the most notable advantages of matrix structure? What companies can benefit most
from them?
4.With a matrix structure people have to report to two people — their boss in the functional structure
and their project manager/team leader in the matrix one. What problems can you imagine in this
connection?
5.Can matrix structure be described as a simple one? How can difficulties be avoided?
6.What companies usually organize their business by product?
7.What advantage of the structure along product lines may improve the overall performance of the
organization and why?
8.There is a method which is similar to organizing a business by product. It involves grouping
together employees who deal with a specific customer or group. How is it called? When is this
method particularly useful?
9.There are two main approaches to business: centralization and decentralization. What is implied
by these approaches? What are their main advantages?
10.Do you think people from certain cultures would favour one kind of structure over another?
Can you give any examples and reasons for that?
11.Why do companies opt for a hybrid of organizational structures?
12.What kind of organizational structure would you prefer to work in and why?

5. What are the recruitment forms a company can use to find new employees? What
selection methods are the most effective?
1.What are the main methods of recruitment? What forms of internal recruitment can you think
of?
2.What are the main advantages of internal recruitment?
3.Why is it necessary to recruit from outside the organization? What is the commonly used
technique for recruiting people from outside?
4.What is the difference between a recruitment agency and a firm of headhunters?
5.Why is it difficult for a graduate to find a job? What methods of looking for a job can you advise
him to choose? What specific methods are used by recruiters to attract graduates to fill in the
vacancies?
6.What techniques are traditionally used in recruitment? How long is usually a typical interview?
How fast do decision-makers make their choice?
7.Why have some companies shifted from interviewing to testing? What is the purpose of
psychometric tests?
8.In what way do approaches to selection differ across cultures?
9.What management skills and qualities are emphasized in different cultures?
10.Decipher the SWAN criteria. Do they have international validity?
11.What two qualities have international validity and why?

92



6. What is the difference between a manager and a leader? Which leadership qualities
can be acquired and which must you be born with? What are the three modern management
styles?
1.Why is leadership needed at all levels of organization?
2.What qualities of a leader were needed in the past? What qualities of a leader are needed now?
What factors have influenced change of priorities?

3. What leaders do modern businesses require? What should be done to instill these qualities?
4.Leadership is traditionally considered to be an inborn quality. Is it possible to teach those skills?
Are you a leader or a follower by nature?

5.What types of leaders do you know? What management style is typical of a task-motivated
leader/ a relationship-motivated leader?

6.What does it mean “to delegate authority”? Does it have any benefits for the boss/ the
employees? What management style is empowerment typical of?

7.Should a leader be good at team-building? What kind of people should be included in a team and
why? What role would you prefer and why?

8.Which of the three management styles would you prefer to use as a manager/ experience as an
employee? Why?

7.5. Meroanuyeckue MaTepHuaJbl, ONpeae/Isoue Npoueaypsl OleHUBAaHUA 3HAHUH,
YMeHUi1, HABbIKOB U (MJIM) ONbITA JeATEJbHOCTH, XapPaKTEePU3YIOIIUX dTAN bl
¢opmupoBaHusT KOMIIETEH U

Jist  oOywaromuxcss 1o O4HOM (opme oOydeHus: ypoBeHb CGHOPMHUPOBAHHOCTH
KOMITCTCHIIMH  (KOMIICTCHIIMI), peaju3yeMbIX JaHHOW JUCHUIUIMHOM, OLEHHBAeTCA C
MpUMEHEHHUEM OAJUTBHO - PEUTUHTOBOM CUCTEMBI B X0JI€ TEKYIIEH M MPOMEXKYTOYHOMN aTTeCTalluN
CTyAeHTOB coryacHo [lomokeHHto 0  OaUIbHO-PEUTHMHTOBOHW  cuUCTeME€ ABTOHOMHOMU
HEKOMMEpPYECKO  opraHu3aluy  BbIciiero oOpa3oBaHus «MHCTUTYT  MEXIyHAapOJIHBIX
SKOHOMHYECKHUX CBS3EN».

Jlnst  oOydarommxcss IO OYHO-3a0YHOM M 3a04HOM (opMaM O0OydeHUS YPOBEHB
C(OPMHUPOBAHHOCTH KOMITCTCHIIUU (KOMIICTCHIIHMI), pEaTU3yeMbIX TaHHOW TUCIUIUTHHOM
OLICHMBAETCA C  MCIOJb30BAaHUEM  TPAAUIMOHHOW  HIKaJbl:  «HEYAOBJIETBOPUTEILHOY,
«YIOBIIETBOPUTEIHHO», «XOPOIIO», KOTIUYHO» (IIPH MPOBEIECHUU dK3aMEHa) WIH «3a4TCHO) /
«He3auTeHo» (MpU MpOBENEHUHM 3aueTa), coryiacHo I[lomokeHHI0O O TekyleM KOHTpoJe u
npoMexxyTouHoi arrectauuu oOydatonmmxcsi B AHO BO «MHCTUTYT MeXIyHApOIHBIX
SKOHOMHUYECKHX CBSI3EN».

IIpouenypa n KpuTEpUU OLEHKH ¢ IPMMEHEHUEM 0A/UIbHO-PEHTHHIOBOM CHCTEMbI

MakcumanbHas orleHKa TeKyIel paboTel cTyaeHToB — 50 6amuios, B T.4:

- MOCEIICHWE ayJAUTOPHBIX 3aHATHH (KOHTakTHas paboTa — JEKIUH, MPAKTHYECKUE
paboTbl/ceMuHapbl) — MakcuMyMm 20 6asoB;

- paboTa Ha ceMHHapaX M TPAKTUYECKUX 3aHATUSAX (BBICTYIUICHHUE C JOKIIAIOM,
MOJrOTOBKA MPE3EHTAIMil, YCTHBIE OTBETHI, PEeIlIeHUH 3a/1a4, paboTa CTYJJ€HTOB MaJlbIX rpyMmax,
BBITIOJTHEHHE 33/IaHUH U T.11.) — MakcuMyM 20 0asioB;

- MUChbMEHHAs KOHTPOJIbHAs padora, pedepar W Apyrue BUABI MUCBMEHHBIX padOT —
MakcuMyM 10 6aioB (eciau mpeIyCMOTPEHO BBITTOJIHEHUE IBYX pa0OThl — MAaKCUMYM TT0 5 6aIoB
3a KQXIYy10).

IIpomexyTouHasi aTTeCTAUMSA B COOTBETCTBUU C YYCOHBIM IJIAHOM IO HAIPABJICHUIO
38.03.01 Dxonomuka (mpoduias «MupoBasi SJKOHOMHKA») TIO TUCHUTLINHE MPOBOAUTCS B (hopme
3a4eTa C OLICHKOM U dK3aMeHa.

MaxkcrManbHasi OlleHKa 3HaHUM, YMEHU U HaBBIKOB CTYJIEHTA, BBISIBIICHHBIX B X0/I€ 3a4€Ta
¢ oreHKo#/ sx3amena — 50 6amnoB. Cymma 6alijioB Ha 3a4eTe C OI[CHKOM/9K3aMeHEe CKIIabIBACT U3
OLICHKH TMPAaBUJILHOCTH BBIMIOJHEHUS! TECTOBBIX 3a/JaHUN WM YCTHOTO OTBETAa U pELICHUs
CUTYaIlMOHHBIX 3a]1a4.
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MaxkcumanbHOE KOJMYECTBO OasIOB 3a BBINOJHEHUS 3aJaHUM Uil IPOBEPKU YPOBHS
chopMHpOBaHHOCTU 3HAHUH — 20 6aa10B. DTO MOTYT OBITH TECThl WJIM IIPU YCTHOM 3a4eTe C
OIICHKOM/9K3aMeHe OTBEThI Ha BOMPOCHI OMiIeTa (3a Kax bl Borpoc He Oosee 10 6amios).

[IxaJia oeHKH TEeCTOBBIX 3aJaHUM

e TecThl 3aKpHITOrO TUIA (MHOXKECTBEHHOT'O BHIOOPA, AIbTEPHATUBHOIO BHIOOPA, UCKITIOUCHHS

JIMIIIHET0, BOCCTAHOBJICHUS MTOCJIEIOBATEILHOCTH )

[IpaBunbHO BEIOpaH BapuaHT oTBeTa — | Gamn
e TecTbl JONOJIHEHUSA

Bnican BepHbIii oTBET — 2 Oaia

IIkana oueHUBaHUSA YCTHOIO 0TBeTa (B 0a/1/1aX) HA BONMPOC HA 3a4eTe C
OLICHKOH/DK3aMeHe

Tema packpbiTa ¢ OIOPON HAa COOTBETCTBYIOIIME MOHSATHUS

Y TEOPETHUYECKHUE TTOI0KECHUS 3
ApryMmeHTaIus Ha TEOPETHIECKOM YPOBHE HEMOIHAS, HO C

PackpeiTne Temsl, OIOPOH Ha COOTBETCTBYIOLTUE MTOHSATHS 2

UCIOJIb30BaHUE

OCHOBHBIX TOHATUH

(MakcuMyMm 3 6ana) ApryMeHTanuss Ha TEOPETHYECKOM YpPOBHE HEIOHAS, 1
CMBICJI psiJia KITFOUEBBIX MOHSATUI HE 00BICHEH
TepMHUHOJIOTHYECKUI  anmapaT HENOCPEACTBEHHO HE
CBSI3aH C PaCKpPbhIBAEMOU TEMOM 0
[TpuBoasTCcs haKThl M IPUMEPHI B IIOJIHOM 00BEME 3
[TpuBOASTCS IPUMEPHI B TIOJTHOM 00bEME, HO MOXKET OBIThH
nomymieHa ¢akThdeckass omubOka, HE TMpuBEAmas K 2

Nznoxenune hakToB u
MIPUMEPOB TI0 TEME
(MakcumyM 3 Gasa)

CYIICCTBCHHOMY MCKaXXCHUIO CMBICJIA

[TpuBoasTCS IPUMEPHI B YCEUYCHHOM O00BEME, IOMYIICHO
HECKOJIbKO (paKkTHYECKMX OImMMUOOK, HE NPHUBEAININX K
CYIIIECTBEHHOMY MCKQ)KCHHIO CMBICIIA

JlomymieHbl  (pakTUYeCKHe W JIOTUYECKUE  ONIMOKH,

CBUACTCIIBCTBYIOIIKWEC O HCMOHMMAHNH TEMBI

Kommosumnmonnas
[[EJIOCTHOCTD,
JIOrUYecKast
IMOCJIE0BATEIBHOCTD
(Makcumym 3 Gasta)

OTBeT xapakTepu3yeTcsi KOMIIO3ULMOHHON LIEIbHOCTHIO,
co0OuroIeHa JIOTUYeCKast MOCJIEIOBATEIBHOCTD,
MIOAICPKUBACTCA PABHOMEPHBI TEMII HA IIPOTSKEHUU
BCEr0 OTBETA

OTBeT xapakTepu3yeTcsi KOMIIO3ULMOHHON LIEIbHOCTHIO,
€CThb HApyLICHUA IOCIEN0BATEIBHOCTH, MOAAECPKUBAETCS
PAaBHOMEPHBIN TEMII Ha POTSKEHUU BCEIO OTBETA

Ectp HapylleHHsT KOMIIO3MIIMOHHOW LIEJIOCTHOCTH U
IIOCJICA0OBATCIBbHOCTH, 6OJII>H_IO€ KOJIMYCCTBO
HEONpaBJAaHHBIX Tay3

He IMMPOCJICIKUBACTCA JIOTMKA, MBICJIb HC PA3BUBACTCA

PedueBbIXx M JEKCHKO-
FpaMMaTI/I‘-IGCKI/IX
OIINOOK HET

(1 6amn)

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBINOJHEHUS 3aJaHUl N7 MPOBEPKH YPOBHS
c(hOpMHUPOBAHHOCTH YMEHUH 1 HaBBIKOB — 30 6aJLI0B.
MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBIMOJIHEHUS 3aJaHUMl 7 MPOBEPKH YPOBHS
chopmupoBaHHOCTH yMeHUH — 10 6as10B.
[IIkana olleHWBaHUS CTaHAAPTHBIX 3a7a4
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[ToHrMaHMe peacTaBICHHON HH(OpMAIHH 0 1 2 3
N3noxenue GhakToB 0 1 2 3
[Ipemnoxxenue crocobda petieHus npoodIeMbl 0 1 2 3
AKKypaTHOCTh 0(hOpMIICHHS 1
HUTOTI'O: 10

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBIMOJIHEHUS 3aJaHUM N7 MPOBEPKH YPOBHS

c(hOpMHUPOBAHHOCTH BIIafieHNH — 20 6aJ1J10B.

[1Ikaa oleHUBaHUS HECTAHAAPTHBIX CUTYallMOHHBIX 33/1a4, TPEOYIONUX apryMEHTAIMU
COOCTBEHHOW TOYKH 3PEHUS

[TonnMaHme peacTaBIeHHON HH(OpMAIHH

N3noxenue GhakToB

[Ipemnoxxenue crocobda petieHus npoodIeMbl

O06ocHOBaHHUE CI0CO0a PEIIeHUsI POOJIEMBI

[IpennokeHue abTEpHATUBHOIO BAPHAHTA

HOJ'IHOTa, IIOCJICA0OBATCIBbHOCTD, JIOTHUKA U3JIOXKCHUA

o|lo|lo|o|o|o
R Rk
NN(N[N[N [N

AKKYpaTHOCTb U IPABHJILHOCTH 0(hOPMIICHHS

NWWWwwwiw

HUTOIO:

20

[Ipu BbICTaBIEHUHU 3a4eTa/7K3aMEHAIMOHHON OLIEHKH CYMMUPYIOTCS 0aslibl, OJTy4YeHHbIE
B XOJ€ TeKymed paboTel M Oayuibl, TOJYYCHHBIE HEMOCPEACTBEHHO B XOJA€ 3adera C

OLICHKOI/7K3aMeHa.

[lepeBoa wToroBoi cymMmbl OamtoB mo aucuurimHe u3 100-0amibHONH B SKBUBAJICHT
TPAAUITMOHHON MATHOAITEHON CUCTEME OCYIIECTBIISIETCSI B COOTBETCTBUH CO CIEAYIOIICH IITKAIOM
(m1. 3.3 Ionoxenus o GaIILHO-PEHTUHIOBOH cucTeMe):

3ader (C OIEHKOM)

Bayunel mo 100-6anipHOM-IKaLE

[TarubaiuibHas cucTEMA OLEHKHU

85-100 6auioB

3aureno (OTIu4HO)

70-84 6auioB

3auteno (Xoporiio)

50-69 6ayutoB

3aureno (Y 10BJIETBOPUTEILHO)

49 0ayIOB U HUXKE

He 3aureno (HeymoBieTBOpUTEIHHO)

DK3aMeH

Bayuter mo 100-0amnbpHOR-1IIKAIE

[TsTubamibHast cucreMa OLEHKH

85-100 6amoB OTnuyHO

70-84 GamioB Xopo1io

50-69 6amnoB Y 10BIETBOPUTEIIEHO
49 GaIoB U HIKE HeynosnerBopurtenbHO

Onucanue MKAaJbI OLICHUBAHUA

OrneHka OneHKa OneHka «xopouio» OrneHKa
«HEYIOBIETBOPUTEIHHO» | «YyIOBICTBOPUTEIHLHO) (3a4TeHO) COTJIMYHO»
(HE 3a4TeHO) (3auTeHO) 70-84 6amoB (3auTeHO)
49 6annoB U HUXKE 50-69 6amnoB [ToBbIIeHHBIIH 85-100 6annos
KOMIIETEHIIUS ba3oBblii ypoBeHB YpPOBEHb OCBOCHUS | BBICOKHMI ypOBEHB
(KOMITETEHITUH ) HE OCBOGHUS KOMIIETCHIINH OCBOCHUS
chopmupoBana KOMITETCHITH (KOMTIETEHIIHIA) KOMITETCHITH
(KoMIeTeHHi) (KoMIeTeHIH)
Kommnerenius (ee yactp) Kommnerenmus (ee OO6yuarommmiics OO6yuarommiics
HE pa3BUTA. 9acTh) HEAOCTATOYHO | BIAJEET 3HAHUSIMHU U obnamaer
OOyuJarommiics He pa3BuUTa. YMEHUSIMH, BCECTOPOHHUMU U
obmnamaer OOyuarommiics TPOSIBIISIET 1y OOKUMHU
HEO0OXOIUMBIMU YaCTUYHO 3HAET COOTBETCTBYIOIINE 3HAHUSAMU,
3HAHUSIMH, HE CMOT OCHOBHBIC HABBIKU TIPU YBEPEHHO
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IIPOJEMOHCTPUPOBATh TEOPETUUECKHE peleHnn JEMOHCTPUPYET
YMEHHS U HaBBIKH IIOJIO’KEHHUS, JOITyCKAeT CTaHJApTHBIX U YMEHHS, CIIOKHBIE
omrOKH pu HECTaHIapTHBIX HaBbIKU, YBEPEHHO
OIIpEICIICHUY TIOHATHUH, 3a/1a4, HO IMEIOT OPUEHTHUPYETCS B

CIIOCOOCH pelaTh MECTO HEKOTOpPBIE IPAKTUYECKHUX

CTaHJapTHBIE 3a1a4H, HETOYHOCTH B CUTyalLUsX.
JoITycKast HeOOoIbIIHe JEMOHCTpALUH
MOTPEIIHOCTH OCBOEHUS MaTepuaia

IIpouenypa M KpuTepUH OLEHKH C TPUMEHEHHEM TPAJAMUMOHHON IIKAJIbI
OLlCHUBAHMS

JIJst CTYZACHTOB OYHO-3a0YHOM M 3a04HOM (popM 00ydeHHsI ypOBEHb CHOPMUPOBAHHOCTH
KOMITETEHIIMI OIIEHUBAETCA C UCTIOIB30BAHUEM TECTUPOBAHUS — CUCTEMBI CTaHIAPTU3UPOBAHHBIX
MPOCTHIX W KOMIUIEKCHBIX 3aJlaHHi, MO3BOJSIONICH ONpPENeNuTh YPOBEHb 3HAHWUM, YMEHHN M
BJIQJICHUN 00Y4YarOIIerocs.

Kputepuu onenuBanust 3aaHuii:

OILICHKAa «YIOBIIETBOPUTENHHO» / «3auTeHO»- 3a 51-69% TmpaBUIBLHO BBHIMOTHEHHBIX
3aJIaHHM,

OIIEHKA «XOPOIIOY» / «3auTeHO» - 3a 70-85% MpaBUIILHO BBITOJIHEHHBIX 33JaHHH,

OIICHKA «OTINYHOY / «3a4TEHOY - 3a IPaBUJILHOE BBITTOJTHEHUE OoJiee 85% 3amanuii.

B cinydae mnpoBeneHHs NPOMEXYTOYHOH aTTECTallMd B YCTHO-NIMCBMEHHOH Qopme
UCIIOJIb3YETCs CIeAYIONIas 1IKajla OLIeHUBAHUS:

Onenka «omauunoy / «3aumenoy. OTBETHl Ha IOCTABJICHHBIE BOMPOCHI H3AraroTCs
JIOTUYHO, TIOCTIEI0BATENIbHO U HE TPEOYIOT JONMOJHUTENbHBIX MosicHeHui. [TonHo packpbiBatoTcs
MPUYUHHO-CJICICTBEHHBIC CBSI3U MEXAY SIBICHUSMHU U COObITHSMH. [lenaroTcss 000CHOBaHHBIC
BbIBOJIBI. [IpakTueckas 3a1a4a penieHa BepHo. CTyIeHT yBEPEHHO OTBEYAET Ha JJOTIOTHUTEIbHBIE
BONPOCHL. [Ipy mpoBeIeHNH TeCTUPOBAHUS KOJIMUYECTBO MIPABUIILHBIX OTBETOB OOJIBIIIE WIH PABHO
85 %.

Onenka «xopowoy / «3aumenoy. OTBETbl Ha MOCTABIECHHBIC BOIPOCHI H3JIAralOTCs
CHUCTEMAaTU3MpPOBAHO U TOCIEAOBaTeNbHO. Marepuan wu3araercs JOCTaTOYHO YBEPEHHO.
PackpbIThl IPUYMHHO-CIICICTBEHHBIC CBS3H MEXIY SBJICHUSIMH U COOBITHSIMU. JleMOHCTpUpYETCs
yMEHHE aHaIM3UpPOBaTh MaTepHall, OJHAKO HE BCE BBIBOABI HOCAT apryMEHTHPOBAHHBIN U
JoKa3aTeNnbHBI  xapakTtep. [IpakTudeckas 3amaya pelieHa BEpHO, JHOO  JOMyIeHa
HecylecTBeHHast omuoka. CTyIeHT MOXeT JAONYCTUTh HETOYHOCTh TpH OTBETE€ Ha
JOTIOTHUTENIbHBIE BOMpOCkl. [Ipyu mpoBeneHnn TeCTUPOBAHUS KOJIMYECTBO MPABUIIbHBIX OTBETOB
6onbie unu pasao 70 %.

Onenka «ydoeremseopumenvuo» /  «3aumenoy». JlomyckaroTCsi HapylleHUs B
MOCJIEIOBATEIbHOCTH H3J10KeHUsl. HemoaHo packpbIBalOTCS MPUUYMHHO-CIIEICTBEHHBIE CBSI3U
MEXIy SIBICHUSMU U COOBITUAMHU. J[eMOHCTPUPYIOTCS MOBEPXHOCTHBIE 3HAHMS Bompoca. B
pEIICHUH MPAaKTUYECKUX 33]a4 JOMyIIeHa OMMOKa, UCIIpaBisieMas ¢ MOMOIIBI0 TIPEToaaBaTers.
Nmerotcs 3aTpynHenus ¢ BbiBogamMu. CTyIEHT YaCTUYHO OTBEYAET Ha AOMOJIHUTEIbHbBIE BOIIPOCHIL.
[Ipu mpoBeeHUN TECTHPOBAHUS KOJIMYECTBO MPABUILHEIX OTBETOB Oojiee 51 %.

Onenka «HeydognemeopumenvHo» / «He 3aumeno». Matepuan  u3naraercs
HEMOCTIEI0BATEIbHO, COWBYMBO, HE TIPEICTABISACT OINPEACICHHOW CHUCTEeMbl 3HAaHUW TIO
muciuminHe. He  packpblBaioTCs NPUYMHHO-CIEACTBEHHBIE CBA3M MEXKAY SBICHUSMU U
coObITusiMH. He mpo1IeMOHCTpUPOBaHO YMEHHE aHATU3UpoBaTh MaTepual. [Ipaktudeckas 3amgayua
HE pelleHa WU pelleHa He BepHOo. BbIBOABI He MpaBWiIbHBI WM He caenaHbl. OTBEThl Ha
JIOTIOJIHUTEIbHBIE BOMPOCHI OTCYTCTBYIOT. IIpM mNpoOBeJEHUU TECTUPOBAHUS KOJIUYECTBO
NpaBUJIBHBIX 0TBETOB MeHee 50 %.

[Ipu hopMupOBaHUN OKOHYATEIIBHOTO Pe3ybTaTa MPOMEKYTOUHOM aTTECTAIMH C IPUMEHEHHEM
TPaIMLMOHHON IIKaJIbl OLCHUBAHUS YUYHUTHIBAIOTCA PE3YyJbTaThl TEKYIIEro KOHTPOJSI paboThI
CTYJIEHTa, U OIICHKA MOXET OBITH MOBBIIIICHA HA OJMH OaJl.
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8. IlepeyeHb OCHOBHO¥ U IONOJTHUTEIbHOI Y4eOHOH JUTepaTypbl, HEOOXOAMMOIi 1J1s1
OCBOEHMSI TMCUUIJIMHBI (MOXYJIs1)

8.1.0cHoBHas JauTEpaTypa

1. JleBuenko, B.B. AHrnwmiickuii s3bIK Uiss 3KOHOMHCTOB (A2-B2): y4eOHuk mms

By30B/ B. B.Jleruenko, E. E. Jlonranésa, O. B. MemepsikoBa. — 2-¢ u3A., UCTp. U JOI. —
Mocksa : UznatensctBo FOpaiit, 2023. — 408 c. — (Bricmiee oO6pazoBanue). — ISBN 978-5-
534-14780-3. — Tekcrt : snexktpoHHBIA // OOpa3zoBarenbHas miatdopma HOpaiiT [cait]. —

URL.: https://urait.ru/bcode/481858

2. CroruueBa, O.H. Aurmmiickuii s3eik s skoHomucToB (B1-B2). English for
Business Studies in Higher Education : yue6Hoe mocobue mis By3oB/ O. H. CtoraueBa. —
Mocksa : M3natensctBo FOpaiit, 2023. — 197 ¢. — (Bricmiee o6pazoanue). — ISBN 978-5-
534-10008-2. — Texct : snexTpoHHbIH // OOpa3oBarenbHas miaatgopma FOpalt [caiit]. —
URL.: https://urait.ru/bcode/475072

3. Janunenxo, JI. II. AHrmmickuii sI3bIK Ui 3KOHOMHUCTOB (B1—B2): yueOHUK u
npaktukym i By3oB / JI. I1. Jlanunenko. — 3-e u3a., ucnp. u aomn. — Mocksa: M3parenbcTBo
Opaiit, 2023. — 130 c. — (Bricmiee o6pazosanne). — ISBN 978-5-534-07990-6. — C. 1 —
Texcr: anextponnsiii // DBC IOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-dlya-
ekonomistov-b1-b2-452042

8.2. lonotHMTEIBHAS JIUTEPATypPa

1. Skymesa, U. B. Anrmiickuii s3pik (B1). Introduction Into Professional English :
y4eOHMK U TpakTHKyM it By30B/ W. B. fAkymesa, O. A. JlemuenkoBa. — 3-¢ W31., UCHP. U
norm. — Mocksa : WsnmarensctBo [Opaiit, 2023. — 148 c. — (Bricmiee obOpaszoBanue). —
ISBN 978-5-534-07026-2. — Texkct : anekTpoHHbldd // OOpa3oBatenbHas miaatdopma HOpait
[caiiT]. — URL.: https://urait.ru/bcode/4901592.

2. Memnsiino, B. B. Akanemuueckoe nucbmo. Jlekcuka. Developing Academic Literacy :
yuebHoe mocobue s By3oB/ B. B. Mensiino, H. A. Tynsakosa, C. B. Uymwikun. — 2-e u3n.,
ucrp. u gorn. — Mocksa : M3natensctBo FOpaiit, 2020. — 240 ¢. — (Briciee oOpa3zoBanue). —
ISBN 978-5-534-01656-7. — C. 2 — Texkcrt: anektponusii / ObC HOpaiit [caiit]. — URL:
https://urait.ru/book/akademicheskoe-pismo-leksika-developing-academic-literacy-452815

3. Mouceea, T. B. AHrmiiCKU# A3bIK I SKOHOMUCTOB: Y4eOHOE mocooue /ist By30B /
T. B. MouceeBa, H. H. [lamuna, A. FO. [lupokux. — 2-¢ u3x., nepepab. u gom. — MockBsa:
WznparenscrBo FOpaiit, 2023. — 157 ¢. — (Bricmiee oopazosanne). — ISBN 978-5-534-08911-0.
— C. 1 — Tekcr: anekrponnsiii // DBC HOpaiir [caiit]. — URL.: https://urait.ru/book/angliyskiy-
yazyk-dlya-ekonomistov-455198

4. HyxnoBa, E.E. Amnrmuiickuii s3eik. Professional Reading: Law, Economics,
Management: yue6Hoe nocodue i1t By30B / E. E. HysxnoBa. — 2-e u3z., ucnp. u gon. — Mocksa:
NznarensctBo FOpaiit, 2020. — 149 ¢. — (Bricmiee oopazoBanue). — ISBN 978-5-534-07994-4.
— C. 1 — Texkcr: anekrponnsiii // IbC HOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-
yazyk-dlya-ekonomistov-455198
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9. IlepeyeHn pecypcoB HH(POPMAIMOHHO-TEJIEKOMMYHHUKAIIMOHHOI ceTH ""UHTepHet",
HEO00XOAUMBIX /ISl OCBOCHHS TUCHUILINHBI (MOAYJIsl)  HH(POPMAIIMOHHBIX TEXHOJIOTHIA,
HCI0JIb3yeMbIX IPH OCylIeCTBJIEHUH 00Pa30BaTeILHOIO NpoLecca no AUCHHUILINHE
(MoayJ110), BKJIIOYAS NIepeYeHb NPOrPaMMHOI0 odecrievyeHnsl 1 HH(POPMaIMOHHBIX
CNIPABOYHbIX CHUCTEM (MIPH HEOOXOAMMOCTH)

1. http://biblioclub.ru - 9BC «YHuBepcuTeTcKast OHOIHOTEKA OHITAHY

2. http://biblioclub.ru_- 3bC «YHuBepcuTerckas OMdIMOTEeKa OHIIANH»

3. https://elibrary.ru/org_titles.asp?orgsid=14364 - may4yHas SJCKTpOHHas OHOIHOTEKA
(H9b) «eLIBRARY.RU»

4. https://learnenglish.britishcouncil.org-  caiitr  Bpurtanckoro CoBeta ¢ 0OaHKOM
MaTepualioB Uil YPOKOB M CAMOCTOSATEILHOTO M3YYEHUs aHTJIHMHUCKOTO S3bIKA MO PA3IHYHBIM
TeMaM KakK OO0IIEero, Tak U AJIOBOro xapakTepa. OXBaueHBI BCE YPOBHU JIEKCHUYECKOH CIIOKHOCTH:
OT Ha4YaJIbHOTO JI0 CAMOT'0 TIPOJIBUHYTOTO.

5. https://ru.duclingo.com/- GecnaaTHbIA CEPBUC ISl U3YYCHHSI HHOCTPAHHBIX SI3BIKOB C
Hyns. [Iporpamma moctpoeHa B ¢opMe «aepeBa TOCTHKEHUI»: YTOOBI MEPEHTH Ha HOBBIM
ypOBEHb, HY)KHO CHayaja HaOpaTh ONPEIeICHHOC KOJIMYECTBO OYKOB, KOTOPBIC MArOTCS 3a
npaBuibHbIE 0TBETHl. EcTh mpumoxenus ans i0S n Android.

6. https://www.real-english.com/new-lessons.htm - caiiT ¢ ypokamu, CTaTbIMH U BHICO
3apHCOBKaMHU ISl M3YYaIOUIMX AHTJIMHCKUN $3bIK, BCE MaTepUalibl YCIOBHO pa3ieieHbl Ha
JIEKCUYECKUE U TPAMMAaTHYECKHUE, JOCTYITHBI BCE YPOBHU CI0KHOCTH.

7. https://www.economist.com/ - 5KOHOMHYECKHI CAlT 1 (POPYM Ha aHTIUICKOM S3BIKE,
COZIEpIKAIlMi JETOBBIE HOBOCTH, SKOHOMHYECKHE CTaThbU Ha JIEJIOBYIO TEMAaTHKY, OOCYXICHHE
npo0JIeM JIEIIOBOTO XapaKTepa.

8. https://www.ft.com/- caiiT 5KOHOMHYECKON Tra3eThl Ha aHTITMUCKOM si3bike. COIEepPIKUT
JICTIOBbIE HOBOCTH, 3KOHOMHYECKHE CTaThH Ha JICJIOBYIO TEMAaTHKY, OOCYXKJEHHE NpoOieM
JIETIOBOTO XapakTepa.

JINneH3noHHoe NporpaMMHuoe odoecrneyeHue:

- Windows (3apy0exHoe, BO3ME3THOE);

- MS Office (3apy0exHOE, BO3ME3THOEC);

- Adobe Acrobat Reader (3apyOexHO€, CBOOOTHO PacpOCTPaHIEMOE);

- Koncynpsrantllmoc: «Koncynprantllmoc: Ctynent» (poccuiickoe, cBOOOAHO
pacrpocTpaHseMoe);

- 7-zip — apxuBaTop (3apyOexHOE, CBOOOTHO PaCIPOCTPAHIEMOE);

- Comodo Internet Security (3apy0exxHoe, CBOOOTHO pacpoCTpaHsIeMoe).

10. MeToaguueckne yKazaHus AJ1s1 00y4arOIMXCH M0 OCBOCHUI0 TUCHMUILINHBI (MO1YJIs1)
CogeTbl 110 BeJIeHUIO IJ10ccapusi MpogecCHOHATBHBIX TEPMHHOB

— OTOOpaHHBIE TEPMHUHBI U JIEKCUYECKHE EAMHUIIBI JOJKHBI OTHOCUTHCS K IIUPOKOMY U
Y3KOMY NMPOGUITIO CIIEIUATBHOCTH;

— OTOOpaHHBIE TEPMHHBI U JICKCHYCCKHUE EIWHUIIBI JOJDKHBI OBITh HOBBIMH W HE
IyOIMpoBaTh paHee N3y4YeHHBIC,

— OTOOpaHHBIE TEPMHUHBI M JIEKCUYECKUE CIUHUIBI JODKHBI OBITh CHAOXKEHBI
TPAHCKPHIILIMEH U MEPEeBOJOM Ha PYCCKHH S3bIK (BO M30€kKaHHWE HETOYHOCTEH PEKOMEHIYETCS
MOJIB30BATHCSA CIICIIMAIM3UPOBAHHBIM CJIOBAPEM);

— o011ee KoJIMI4ecTBO OTOOPaHHBIX TEPMUHOB HE JIOJDKHO OBITH MeHbIe S00 equHUIT;

— OTOOpaHHBIE TEPMHHBI W JICKCHYECKHUE CIUHUIIBI TMPETHA3HAYCHBI I aKTHBHOTO
YCBOEHUS U JOJIKHBI HCTIOJIB30BAaThCSl IPU YTEHUU, BOCIPUATUU HA CIIyX, TOBOPEHHUH U MHUCHME.
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MeTtoauyeckue peKOMeHAAIMH 10 HAMIMCAHUIO J1eJI0BOT0 MHChMA

[TrcbMO TOJKHBI OBITH SICHBIM, KPATKUM U BEXKITUBBIM.

YnotpebinsiiTe IpOCThIE CIIOBA/BbIPaYKEHUSI BMECTO BBICOKOIMAPHBIX U CTEPEOTUITHBIX, €CIU
OHHM MMEIOT OJIHO 3HaY€HUE, KOHKPETHBIE BMECTO a0CTPaKTHBIX. UeM MpOIle BEI TOBOPUTE, TEM
ObicTpee Bac moimyT. OgHako He 3a0bIBaiiTe, 4TO B O(PHUIIMATBHOM JIEJTOBOM IEpPENUCKe HE
UCIIONIBL3YIOTCSl HUKaKue cokpanienus tuna "I'm" u cienr. Hanpumep, BMecto dpassr "We are the
recipients of", myumie ckazare "We received”. Bel m00beTech KpaTKOCTH U SICHOCTH B CBOMX
MUChMaX, €Clii OyJeTe HCIOJb30BaTh KOPOTKHE WIIM CPEIHEH JUIMHBI MPEIJIOKEHUS BMECTO
JUIMHHBIX M CIIOXKHBIX 000pOTOB. I['paMOoTHOE peleHHe Ha ab3ambl 00JIeT4aeT 3pUTEITHLHOE
BOCTIPUATHE TEKCTA M 33/1a€T BCEMY MPOLIECCY PUTM.

OpHuM U3 MokaszaTesiell BEeKIMBOCTU B JIEJIOBOM MEPENUCKE SBISETCS JIMYHOE OOpalleHue K
yenoBeky. He Hamo 3a0bIBaTh PO BEXKIUBOCTH JIAXKe TOTJA, KOT/Ia BBl OYCHb HEJOBOIBHBI KEM-TO
WIH YEM-TO.

IloapITOXKUM:

1. BreiOupaiiTe KOpOTKHE U CPEAHEH JUTHHBI MPEIOKEHHUS, YIIOTPEOISHTE MPOCTHIC CIIOBA U
BBIPAXKCHHUS

2. He ynotpe0isiiiTe pa3roBOpHBIC COKPAIIICHUS U CIICHT

3. Jlenurte HanmMcaHHOE Ha a03aIlbl

4. ByabpTe BEXKIUBBI U JUTLIOMATHYHBI

«Manka» nucbMa.
Kaxxmoe nemoBoe muchMo nevyaraercs (TMHUIIETCs ) Ha y>Ke 3arOTOBJICHHOM, (prupMeHHOM Oanke. B
BEpXHEH YacTH OJIaHKa pa3MelnaeTcs Tak Ha3biBaeMas "'mamnka' - 3arojoBoK. OOBIYHO B 3aT0JI0BKE
JIaHbI CJIeYIOIHe CBeIeHHS !
e  3aPETHUCTPUPOBAHHOE Ha3BAaHUE KOMIIAHUU
e  KpaTKHE CBEJCHHS O XapaKTepe €€ NeATeIbHOCTH,
e  KOHTAaKTHas WH(OpMALHUSL.

Teno nucbma. 3akiawyurenbHas popma BexanBocTU. [lognuce.

[TepBerii a03all OCHOBHOTO TEKCTa HA4YMHACTCA C MPEAJIOKECHUS, B KOTOPOM BHI
MOJATBEPXKJIaeTe IOJyuyeHHWE IMHUChMa OT Ballero KOPPECHOHJEHTa, WM CO CCBhUIKM Ha
MOCTYIUBIIIEE TUCHEMO.

OOBIYHO 00BEM JETOBOTO TTHChMa HE MPEBBIIAET OAHY cTpanuily. Ho, eciin o6beM nmucrMa
0oJbIIIe OAHON CTPAHMIIBI M €r0 MPOJODKCHHUE HaledaTaHo Ha oOpaTHON CTOpPOHE JTUCTa, TO B
KOHIIE TIEPBOM CTPAHMIIBI MUIIETCA P.t.0., 9T 03HadaeT Please Turn Over (CMoTpuTe Ha 000pOTE).

Ecnu BBl OTChITaeTe KOMUU MHUChMA U IPYTHM ajpecaTam, TOTJa B KOHIE MUChMa ClIeIaiTe
COOTBETCTBYIOIIYIO OTMETKY B BHJIE CIIEAyoIIei ab0bpeBuarypsl: "c.c." - carbon copies (ToO4HbBIE
koruu) uian Copy to...

WNuorga BeI He XOTHTE, YyTOOBI MOJy4yaTellb BAlllero MUChbMa 3HaJl, YTO BHI €IIe KOMY-TO
oTocianu Komuu. B 3ToM cimydae BHM3Y muceM-Konuid Bbl ykasbiBaere "b.c.c." - blind carbon
copies. (CKpBIThIE KOTIHH).

Ecnu k muceMy uMmeeTcsl puiiokeHue (KaTaior, KOHTPAKT, CYeT U T.1.), TO BHHU3Y, IOCIE
noAnucH jemaercs ykazanue o0 stoM: "Enc:", "Encl:" - sTo cokpamenue ot Enclosure
(mpuII0’)KEHHE, BIOKEHUE).

l'[pnMeprle AI3BIKOBBIC KJINIIIE 1JH 1€JI0BOI'0 IMCbMA IO YaCTAM:
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1. O0pamenue

Dear Sirs, Dear Sir or Madam

H(ecnn BaM HE U3BECTHO UM ajpecara) |

Dear Mr, Mrs, Miss or Ms

(ecnu BaM M3BECTHO UM aJpecaTa; B TOM
cllydae KorJa Bbl HE 3HAETe ceMeifHoe
MOJIOKEHUE KEHIIUHBI CIIEeAyeT nucath Ms,
rpy0o0i1 OIMOKOM SIBISETCS UCIIOTh30BaHNE
¢pazbl “Mrs or Miss™)

\Dear Frank,

H(B 00paIlleHnH K 3HAKOMOMY Y€JIOBEKY) |

2. Beryniienue, npeapiayiee oouieHue.

\Thank you for your e-mail of (date)...

HCHaCHGO 3a Ballle MUCHMO OT (Yucia) |

\Further to your last e-mail...

HOTBeqa;I Ha Ballle IUCHLMO. .. |

I apologise for not getting in contact with you
before now...

4 nmpoury mpoieHus, YTo A0 CHUX MOp He
Harucasn BaM. ..

\Thank you for your letter of the 5th of March.

HCHaCI/IGO 3a Bale NucbMo ot 5 Mapra |

With reference to your letter of 23rd March

23

OTHOCHUTENBHO Ballero MOUCbMa OT
Mapra

With reference to your advertisement in «The
Times»

OTHOCHUTENBHO Balllel pekiambl B TalmMc

3. Yka3aHue NPpUYMH HANTUCAHUS MUCbMA

\I am writing to enquire about

HH IUIIY BaM, YTOOBI y3HATb. ..

\I am writing to apologise for

H}I MOy BaM, YTOOBI M3BMHUTHCH 3. ..

\I am writing to confirm

H}I MWLy BaM, 4TO OBl TOATBEPIUTE. ..

\I am writing in connection with

H}I MY BaM B CBS3H C ...

We would like to point out that...

Mpl xoTenu Obl 0OpaTUTh Ballle BHUMaHUE
Ha ...

4. IIpocn0da

ICould you possibly...

HHe MOTJIA OBl BEL. ..

\I would be grateful if you could ...

H}I ObLI OBl IPU3HATEJIEH BaM, €CJIH OBl BHI ...

\I would like to receive

H}I OBI XOTEJI TTOJTYYUTh

\Please could you send me...

HHG MOTJIH OBI BBI BEICJIATH MHE. ..

5. Corsniamenue ¢ ycJOBUSIMH.

\I would be delighted to ...

H}I ObLT OBI pan ... |

\I would be happy to

H}I OBLI OBI CYACTIINB. .. |

[l would be glad to

HH ObU1 OBI paj... |

6. Coo011eHue NJIOXMX HOBOCTEH

\Unfortunately

HK COXKAJIEHUIO. .. |

\I am afraid that ...

HBOIOCB, 9T0. .. |
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\I am sorry to inform you that HMHe TSKEJIO COO0IIATh BaM, HO ...

K coxanenuto, Mbl BBIHYXIEHBI COOOITUTH

We regret to inform you that...
BaM O...

7. IIpuiioskeHne K NUCbMY JOMOJHUTEIbHBIX MAaTEPHUAJIOB

‘We are pleased to enclose ... HMH C YIOBOJILCTBHEM BKJIA[BIBACM. . . |
‘Attached you will find ... HB MPUKpPETTICHHOM (haiiie BBl HalIeTe. . |
\We enclose ... HMH MIPUJIAracM. .. |
\Please find attached (for e-mails) HBH HaiIeTe MPUKPEIUICHHBIN (aii. .. |

8. Bricka3biBaHMe 0J1ar0JapHOCTH 32 MPOSIBJIEHHbII HHTEpeC.

\Thank you for your letter of HCnaano 3a Balle NUCbMO |
‘Thank you for enquiring HCHaCHGO 3a MPOSIBIICHHBIN UHTEPEC. . . |
\We would like to thank you for your letter of ... HMH XOTelH OBl T0OJIaroIapuTh Bac 3a... |

9. [lepexoa k apyroi teme.

\We would also like to inform you ... HMH TaK e XOTelr Obl COOOITUTH BaM O... |
\Regarding your question about ... HOTHOCI/IT@JIBHO BaIllero BOIIPOCA O... |
\In answer to your question (enquiry) about ... HB OTBET Ha Balll BOIIPOC O... |
‘I also wonder if... HMCHH TaKKe HHTEPECyeT. .. |

10. JlonoJiHUTeIbHBIE BONPOCHI.

\I am a little unsure about... H}I HEMHOTO HE YBEPEH B ... |
\I do not fully understand what... H}I He JI0 KOHIIA MOHSIL. .. |
‘Could you possibly explain... HHe MOTJIH OBl BBl OOBSICHUT. .. |

11. Ilepenaya nndpopmanuu

I’m writing to let you know that... H}I MUY, 9TOO0BI COOOIIHT O ... |
\We are able to confirm to you... HMH MOKEM IOITBEPIHTS ... |
‘I am delighted to tell you that... HMH C YJOBOJIbCTBHE COOOIIAEM O ... |
We regret to inform you that... K coxalieHunto, Mbl BBIHYKJIEHBI COOOIIUTH
BaM O...

12. IlpeaJio:kenune cBoeil MOMOIIH

‘Would you like me to...? HMory au s (cpenats)...? |
\If you wish, 1 would be happy to... HECJm XOTHTE, 51 C PaJOCThIO. .. |

CooOmure, ecii BaM ITOHAZOOUTCS MOS

Let me know whether you would like me to...
IIOMOIIIb.

13. HanoMuHaHue 0 HAMEeYEeHHO| BCTpeue WK 0KUAaHue 0TBETA

\I look forward to ... HH C HETEPICHUEM KIY, |

\hearing from you soon HKorz[a CMOTY CHOBA YCIIBIIIATh BAaC |
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\meeting you next Tuesday HBCTpeqH C BaMH B cieyronui Bropauk |

\seeing you next Thursday HBCTpeqn ¢ Bamu B YeTBepr |

14. ITonnuce,

Hckpenne Bam (ecnu ums yenoBeka Bam
HE U3BECTHO)

Yours faithfully,

\Yours sincerely, H(CCJII/I uMs BaM u3BecTHO) |

Kpurepun oOueHKH TWHCeM: JIOTHYHOCTH COJICpXKAHUS, HaJM4Yhe S3BIKOBBIX  KIIHMIIE,
yOeauTeNnbHOCTh apryMEHTAIU1, TPAMOTHOCTb, O(hOpMIIEHHE PaObOTHI.

MeToanyeckue peKOMeHIAUMHU 1O MOATOTOBKE M 3aIMTE MPe3eHTAIU
Onpenenurte TeMy, LeJb U TUIaH BBHICTYIIJICHHUSL.
YcranoBure MMPOAOJIKUTCIIBHOCTD ITPE3CHTALIUM
OOparute BHUMaHWE Ha OCOOEHHOCTH CITyIIaTeIICH;
[IpenycmoTpuTe BKIIOUYEHUE CIylIaTeaeld B 00CykKIeHUE TEMBI-TIPOOIEMBbI;
Crnenute 3a MaHEpOIl IPECTABICHUS MPE3CHTALUMU: COOII0OIEHIE 3PUTEILHOTO KOHTAaKTa C
ayIUTOPHUEN, BBIPA3UTEIIBHOCTD, KECTUKYIIALUS, TEIOABUKEHNUS,
v TlpeaycMoTpuTe HILTIOCTpAIMK (HO HE MEPErpyKaiTe UMM CIIaiijibl), KIFOUYEBBIE CI0BA,
v' OO6s3areibHO  MPEAYCMOTPUTE  PENETUIUIO  BBICTYIUIEHHS B CONPOBOXICHUH  C
Mpe3eHTalueH.
TpeboBanus K Npe3eHTAIIUN:

NANENENIN

4. 7-12 cnaitnos B PowerPoint
5. [Iman npe3enranuu:
v Bcerynnenue (modyemy BbIOpaHa qaHHas TeMa Mpe3eHTanum) (2 ciiaiina)
v OcHOBHas 4acThb
v 3akmroueHue (BbIBOBI) (2 craiina)
6. Crnukep npe3eHTyeT CBOIO TEMY M OTBEYAET Ha BOIPOCH! YYaCTHHUKOB.
HpI/IMepHBIe KJInmie 1Jid 3allUThI IIPE3CHTAlluM
HauaJio
Starting
Formal Meeting Informal Meeting
Okay everybody. Please take a seat.
Good morning/afternoon/evening ladies and Let’s get started. If you have any
gentlemen..... My name is ... and I'm head of the questions, please feel free to ask me
marketing department. Ourpurpose this morning isto  at the end of the presentation. We’ll
hear a presentation, and to discuss it with all of you. hear a presentation and discuss it to

see if there are any fresh ideas.

take a seat— mnpucaxuBaiTech, pUrposSe — menb, get  started —  Hauatsk, discuss —
obcyxaath, feel free to ask — ceob6oaHo cparmBaiite, fresh ideas — ceexue umen.

I'naBHast yacrtnb
Introduction

Formal Meeting Informal Meeting
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As you already know, today’s presentation is
designed to present some important points of

This first slide shows our agenda for the day.

First, I will begin with an overview of ...
Then, Ms. Smooth will present the data that
she gathered and her ideas for ... She will be
followed by Mr. Hanson, who will discuss
adapting our product to meet market needs,
and at last we'll make a conclusion with the
main recommendations.

Since we have very limited time today,

please hold your questions until the end of the

presentation.

All right, let me start by saying thanks to all
of you for the interest in this presentation.

I would like to talk to you today about ....
for... minutes.

First I would like to talk about....

Then | would like you to take a look at...
Following that we're going to talk about...
Then I'm going to wrap things up with our
team’s recommendations.

Lastly we are going to discuss...

Any questions so far? Please feel free
to interrupt me at any time.

be designed — 6bITh 3agymannbiM, Slide — ciaiin, agenda — mosectka aus, let me start —
M03BOJIbTE HauaTh, Say thanks — 6iaromaputs, Overview — o63op, present the data —
NpeCTaBIATh JaHHbIC, at last — nakoner, conclusion — 3akrouenue, wrap things up —
3aBepinuM, hold the questions — nepxath (He 3a0bIBaTh) Bompockl, SO far — moka, interrupt -

IpephIBaTh

Hexotopsie (hpasbl, 1aHHBIE HUXKE, TOMOTYT HE pacTepsAThCA U CPOKYCHPOBATh BHUMAHUE
ayAWTOPHH B HanOoJiee BXKHBIX TOYKaX Mpe3eHTaruy. @pasbl 0IMHAKOBBI IS JTF000T0 THIIA
Ipe3eHTaMK — HOPMaNTBHOTO U HEPOPMATIBLHOTO.

English

Now we will look at...

I’d like now to discuss...

Let’s now talk about...

Let’s now turn to...

Let’s move on to...

That will bring us to our next point...
Moving on to our next slide ...

Russian

Tenepp B3rJIsHEM HA ...

Teneps MHE XOTEI0CH ObI 0OCYIUTH. ..
JlaBaiiTe Tenepb MOrOBOPUM O ...

Teneps naBanTe NepenieM K ...

[Tpogomxum c ...

OTO OTCBHIIAET HAC K CIEAYIOIIEMY IIYHKTY ...
JlBuraemcs K HameMy CIeayIoleMy cllaiy

3aKJao4YeHue

English

Let's sum it up.
Let's wrap it up.

I would like to sum up the main points again...

So, in conclusion...
Finally let me just sum up today’s main
topics...

Russian

JaBaitite cyMMHpyeM.

3aBepuInM.

Emte pa3 xoten 661 CyMMHPOBATH TJIABHOE. . .
Hrak, B 3aKiIrodcHME. . .

Hakoner, moaseneM UTor CeroHsIHAM
[JIABHBIM MOMEHTAM. ..

OTBeTbI HA BONIPOCHI

English

I think 1 answered your question earlier.
I'm glad you asked that.

Well, as | already said...

That's a very good question (of you to ask).
So you are asking about...

Russian

51 nymaro, s oTBeTHII YK€ Ha Bam Bonpoc
paHee.

Pan, uto Bel cipocmiiu 06 3TOM.

Nrak, kak g y»e 1 TOBOPUIL. ..

Ouenp xopomuuii Bonpoc (KoTopslii Bel
3a/1aim).
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If I’ve understood you correctly you are asking HWrak, Bsl ciiparimBaete o ...
about... Ecnu s npaBuiibHO noHs1 Bac, Bel
CIIpalInMBacTEC O ...

OueHka npe3eHTanMii:

1. ECJII/I Hpe?)eHTaI_[I/I}I OIICHCHA Ha «KOTJIUYHO» CTy,Z[GHT UMECT npaBo Ha OTBCT U3 ABYX ACIICKTOB
Ha dK3aMeHe

2. OneHka Tpe3eHTAlui CKIIAIbIBACTCS U3 TOJOCOBAHHS YYaCTHHUKOB M IMPO(ecCHOHAIBHOTO
MHEHHUS MpernoaBaTenei

MeToanueckue peKOMeHIAUM 1o padoTe ¢ KeilcaMu
«Keiic-cragm» (ot aHri. «case study» — U3ydeHre KOHKPETHOTO ciIy4asi / MPoOIeMbl / CUTYyAaIIHH ).
CyTh Kelc-TeXHOJIOTHH 3aKII0YAaeTCs B TOM, YTO CTYI€HTaM IpejiaraeTcsi OCMbBICINUTD JI€J0BYIO
CUTYAIIUIO, B3ATYIO U3 PEATbHON YKOHOMUYECKOU MPAKTUKH, KOTOPAs HE TOIHKO OTPaKaeT KaKyro-
an00 MpaKTHUYECKyIo MpoOjeMy, KaK MPaBHIIO, HE MMEIOIIYI0 OAHO3HAYHOTO pEUIeHMs, HO U
KOTOpasi aKTyaJu3upyeT OINpeleTICHHBIH KOMIUIEKC MPO(ecCHOHANBHBIX W KOMMYHUKATHBHBIX
3HAHUU U YMEHUH.
YyacTHHKaM mpeiaraeTcs CTaTh MPEJCTaBUTENIIMU KOMIIAHUH, IPOOIEMBI KOTOPOW OHH TOJIEKO
YTO JETalbHO M3y4YWJIM, W BbICKa3aTh CBOIO TOUYKY 3pEHHUSl CHauyaia B (opMme Mpe3eHTaluu
(MOHOJIOTHYECKAs peUb), a 3aTEM MPUHSATH YUaCTHE B AUCKYCCHH/TIEPETOBOPAX (IUATIOTUYECKAs U
noyisiornueckas GopMmbl OOIIEHMsI), B XOJ€ KOTOPOW MOJDKHO OBITh HAWIEHO ONMTHMAIBHOE
pelieHue.

Cxema padoThI ¢ «case study»

Jrtan 1. Oprann3anMoHHas cTagusi padoThl HAX KelicoM

\ 3HAKOMCTBO C COAEPKAaHUEM JIEJTIOBOM CUTYAIIMU |
v

| [TpeaBapuTenbHOE 0OCYKIECHUE ACIIOBON CUTYAITH \

BricTymieHUsl y4aCTHUKOB CUTYaLlUHU | ‘ [TonBeneHue UTOrOB MPENOAABATEIIEM
v
| dopMUpOBaHKE MAJIBIX OATPYMNI U3 3-5 YenoBeK ‘
v
| Bri6op nuaepa B moarpymnmax \
v

| Br10op nuHNM OBeACHUS KKI0M MOATPYIIION \
v
| KommenTapun npernogaBaTenst 00 o0beMe MpeAcTosIed padoThl \
Jrtan 2. Paboyas cragus padoThl HaJ KelicoM

‘ JeranbHoe U3ydYEeHHE 1€JI0BOM CUTYAllMU YYaCTHUKAMHU JEJI0BOU CUTyalluU |
v

AHanu3 1e10BOM CUTYallUK B KaXA0W MOATPYIIe
Pa3paboTka njaHa npe3eHTaluy aHajau3a

e T
| Jluckyccus B MaJIbIX Ipynmax ‘ ‘ [IpuHATHE penieHUI
v
CpaBHenue pesyiabTatoB  pabotel ¢ | Koopaunarus NEeSATEIbHOCTH
JPYTHMH IOATPyIIIaMHU IpenojaBaTesieM
v

| BricTynienust nuiepoB noaArpyi
Jran 3. 3aBepiaomas cragus padoTbl HAX KelcoM
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\ [IpuHsTHE OKOHYATEIBHOTO, Hanboee 3HPEKTUBHOTO pelIeHUs \
v

| [TogseneHne NTOroB paboThI HA/T IETOBON CUTYaIuen \

| KOMMeHTApHH YYaCTHHKOB CUTYAIlHH | | KoMMeHTapHH IIpernoiapaTels
v

| OreHka mpernojiaBaTesieM paboThl KaKI0UW NOATPYIIIBI ‘

IIpuMepHBbIe A3BIKOBBIEC KJINILE 1JIA IPEe3eHTAlMHU Keiica
1. Introduction. Background information.
Let me present (to you) a case which is devoted to the problem/question of... (which deals
with/concentrates on). To start with, I’ll give you some background information.
The company .... operates in the ... industry, it produces/offers/provides..... on/in the .... market.
The company is based in...., it was founded in... by....
The company has a competitive edge over the rest of the industry/ its competitive
advantages/unique selling propositions are...
2. Problem.
The problem the company faces is the following/as follows:...
The possible reasons for such a failure might be...
So the purpose of my presentation is to find ways ... (to overcome these obstacles/to eliminate this
risk/to increase the company’s sales) or
My task is to analyze the current situation and suggest a solution to the problem/possible ways
out/measures to improve the situation.
3. Solution.
The case offers /mentions a few options/there are a number of options in the case...
Let me enlist/name the options mentioned in the case...
Let’s dwell on their advantages and disadvantages/benefits and drawbacks/pros and cons/strengths
and weaknesses
In my opinion/to my mind/from my point of view/ as far as | am concerned
If the company implements the first idea, it will only benefit from employing this strategy
because...
It’s worth doing... for a number of reasons. On the one hand... on the other hand...
The most sensible/ profitable/shrewdest thing to do is...
It makes no sense to ..../ it doesn’t make much sense to...
The risks of this strategy are quite obvious. It might lead to/result in... or the company might end
up doing...
4. Conclusion.
As you see the advantages of this option outweigh its disadvantages. If the company follows the
above-mentioned plan it will hopefully regain its position on the market.
That seems to be all | wanted to say, now I’m ready to answer your questions.

MeTonnqecmle PEKOMEHIAIIUU IO COCTABJICHUIO PE3IOME

Your resume is one of the most important tools you have when you are looking for a job. If
you are planning to spread your wings and soar higher in your career, you need to make your
resume as attractive as possible, because with a solid resume you stand a better chance of landing
a good job. In your resume you need to enumerate your personal details clearly and in the correct
order.

1. Start with personal information. State your full name, your address, your contact phone
numbers and your e-mail address.

2. Define your career objective.
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3. Education. State your education qualifications starting with the most recent. Be sure to list
all certificates and diplomas you have received. State all your academic achievements. (e.g.
graduated with honors, or excelled in Maths and English, or made straight As in Maths and
Languages).

4. State your actual work experience. Highlight abilities, skills and experience you have
acquired. They should be related to the job you are applying for. If you have little or no work
experience, concentrate on your skills and abilities.

5. You may also include information about some additional skills, languages you know (e.g.
good working knowledge of Microsoft Word and Excel, Russian — native, fluent in English ,
knowledgeable in French and German, full current driving licence).

6. You can also include interests and activities that say something positive about you.

7. 1f you have no work experience, it will be a good idea to highlight your personal skills and
qualities that are relevant to the position you are applying for (creative, sociable, resourceful, able
to work under pressure of deadlines, reliable, a good team player, a quick learner, results oriented,
excellent communication, organizational and time management skills).

Remember that long resumes are no longer in favour, and the single-page format gets the best
result with the employer.

Your resume should not be a repeat of your cover letter.

If you have recommendation letters, include those too as separate attachments.

Bear in mind that the image you will create with your resume, must match the salary and
responsibility level of the position you are applying for.

Ili1an npakTHYEeCKUX 3aHATHH
1. Ilucomennasn peus.
OCHOBBI [JI€TIOBOM TIEPENMCKH: KJIWIIE, IIanka MNHChbMa, OCHOBHBIE COKpaileHus. Ilucemo-
comnpoBokaenue. [Iucemo-noareepxaenue. [Tucemo-3anpoc. IlnceMo-mpocsda. Pestome.
2. Ayouposanue.

Bocnpustue peun (pasnudyeHHE 3BYKOB, HWHTOHALIMOHHBIX M PUTMHUYECKHUX MOJEIEH,
naysaiim); paclo3HaBaHUE CIIOB (BOCHIpHUSATHE 3BYKOBOro o0Opa3a clioBa, COOTHECEHHE ITOrO
oOpa3za ¢ BOKaOyJspOM, BOCCTAaHOBIIEHHE JIEKCUKO-TPAMMATHYECKOH ¥ CEeMaHTHYeCKOH
nH(OpMaIK O CII0BE HAa OCHOBE BOCIIPHUATHS €0 3ByKOBOM 000JIOUKH ); 00pab0TKa MpeII0KeHUMA
(mapuennsauus, ONpPENENIEHUE CTPYKTYphbl TPEUIOKEHMSI, BBISIBJICHHE €ro KOMIIOHEHTOB);
OCTpOoeHHE OyKBaJbHOTO CMBICTIA TPEAJIOKEHUs (BBIOOp pENEBAHTHOIO 3HAYEHHUs s
MHOTO3HAYHBIX CJIOB); COXpaHEHHE WH(GOpMAIMM B KPATKOCPOUHOW MaMSATH; PaclO3HABaHUE
KOT€3UBHBIX CPEJCTB B PeUU; HHTEPIPETALMS UMIUIULIUTHOTO COIEP>KaHUS U UHTEHIIUU PEYEBOTO
aKTa; MPOTrHO3UPOBAHUE;0PUEHTAIIMS B CUTYaIMH, (OPMYIHPOBKA OTBETA.

3. JIexcuka.

Jlexcuueckuii 3amac aHrIMMUCKUX (PPa3eoTOrnYecKUX U UINOMAaTHUECKUX 000POTOB, YCBOCHHE
Hanbonee yHOTPEOMTENbHBIX CHHOHMMOB, aHTOHMMOB ¥ OMOHHMMOB AaHIJIMHCKOIO $3bIKAa TIO
CJEIYIOIIUM TEMAM:

e Forms of business organizations
e Company structures

e Management

¢ Recruitment and selection

e Cultural awareness in business
¢ Financial statements

¢ International trade

e Marketing

e Advertising

e Ethics in business

e Managing change
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e Branding
4. I'pammamuka
Mopdoaorus

Inaron. [leiictButenbHblli W cTpagarenbHbiii 3amorm  (Active and Passive Voices).
OcobeHHOCTH TIepeBOa CTPAAATEIIbHBIX KOHCTPYKIIMN Ha PYCCKUH S3bIK. MOTaIbHBIE TIIArOJIbI U
uXx dKBUBaJIeHTHI. [arossl t0 be u to have, ynmorpebnsromniuecs B caMOCTOATEIIEHOM, MOJAJIbHOM
(SKBUBQJIEHTHO  MOJAJbHBIM  TJIarojaM, BBIPAXKAIOUIUM  BO3MOXKHOCTb,  BEpPOSTHOCTH,
JIOJKEHCTBOBAHKME) M BCIIOMOTaTelIbHOM 3HaueHUsiX. OCHOBHBIE CBEJIEHMSI O COCJIaraTeJIbHOM
HAKJIOHEHUU.

Henuunsle ¢popmbl rinarona: naunutus (Infinitive) u ero ¢pynkum; repynauii (Gerund) u
ero ¢(ynkmuu; mnpuyactus (Participle I wm Participle II) B ¢yHKUMSIX ompeneneHus u
obcrositenscTBa. CnoxHbIe (OPMBI HHPUHUTHBA U TPHUYACTHSI.

CuHTakcuc

IIpocroe pacnpocTpaHeHHoe npeaJiokeHue. [IpsaMoi nopsaoK CIOB MOBECTBOBATEIBHOTO
U MOOYAUTEILHOTO TPEIJIOKEHH B yTBEPAUTEILHONW M OTpulateabHON (Gopmax. OOpaTHBIHA
MOPSIIOK CJIOB BOITPOCUTEITBLHOTO MPEAJIOKEHUSI.

CJ10KHOCOYHHEHHOE " CJI0KHOMONYMHEHHO0E NnpeaJIoKeHH . He3aBucumelii
(caMOCTOSATENbHBIN) MPUYACTHBIN 000p0oT. MHPUHUTHB B (PyHKIIUH ONpesesieHUs] U IEPEeBOJI €ro
HA PYCCKHH S3BIK OINPEACTUTENbHBIM MPHAATOYHBIM TpemioxkeHneM. OObEeKTHBHBIN
unpuarTHBHBIN 000poT (the Objective Infinitive Construction/Complex Object); cyObekTHBHBIIM
uHpuHUTHBHBINA 000poT (the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenasa npakmuka.

PeueBbie akThl W CHUTYallMOHHO OIPaBJaHHOE pedeBOe mMoBenaeHUE: KoMMyHUKAaTHBHBIE
NeICTBUS, HaIlpaBJICHHbIE HAa y4eT MO3UIMHM cobeceqHHKa MO0 mapTHEpa MO AESITeNbHOCTH
(MHTEJUICKTYalbHBI acleKT KOMMYHHKAIuHM). PedeBble NEHCTBUS, CIyXKallle CpeICcTBOM
KOMMYHHUKAIMU (mepenayr WHPOpMaUA APYTHUM  JIIOJASIM), CIHOCOOCTBYIOT OCO3HAaHUIO U
YCBOGHHUIO OTOOpakaeMoro cojaepkanus. KoMMyHUKAaTHBHBIC JEWCTBUS, HAIIPABJICHHBIC Ha
KOOIEepaIyio, T.. COTJacoBaHWE YCWIMM MO JOCTHKEHHMIO OOIIed Ieiau, OpraHu3aluu u
OCYILECTBJICHUIO COBMECTHOM J1€ATEIbHOCTH

PexomMenganum no o0y4eHuro HHBaIUA0B 1 Jun ¢ OB3

OcBoeHune TUCHMIUIMHBI HHBaMUAaMH U Junamu ¢ OB3 mMoxer ObITh OpraHM30BaHO KaK
COBMECTHO C JPYTUMHU OOydYaloIIMMHCA, TaK W B OTHENbHBIX TIpynmnax. [Ipenmomaraiorcs
CeIMalIbHbIE YCIIOBUS IS MOJTydeHus oOpa3zoBaHus nHBaIUaamMu u auiamu ¢ OB3.

[Tpodeccopcko-nienarorn4eckiii coctaB 3HAKOMHUTCS C TICUXOJIOT0-(PU3UOTOTHIECKUMU
0COOCHHOCTSIMU 00y4Jaromuxcss uHBanuaAoB U null ¢ OB3, uHAMBUAYyaIbHBIMU MPOrpaMMaMU
peabunuTanuu  WHBATUAOB (mpu  Hamuuuu). [Ipy  HEOOXOAMMOCTH  OCYIIECTBIISICTCS
JOTIOTHUTETIbHAS TONJCPXKKA TMPENoJaBaHusl THIOTOPaMH, TICHUXOJIOTaMH, COIMATbHBIMU
pabOTHUKAMU, TPOLIEIIMMH MTOATOTOBKY aCCUCTEHTaMHU.

B cootBeTcTBHM ¢ MeTOANYECKMMHU peKoMeHAanusMu MunoOpHayku P® (yTB. 8 anperns
2014 1. Ne AK-44/05BH) B Kypce MpeaIonaraeTcs HCIOJIb30BaTh COLMAIBHO-aKTUBHBIC H
pedIeKCUBHBIE METOIbl OOyUYeHUS, TEXHOJOTHH COLMOKYJIBTYPHOH peaOWINTAllUd C IENBIO
OKa3aHHs MOMOILIM B YCTAHOBJICHUU IOJHOLEHHBIX MEXKINYHOCTHBIX OTHOUIEHWH C JAPYTUMHU
CTYJEHTaMH, CO3JaHUH KOM(OPTHOTO TCHXOJIOTUYECKOTO KJIMMAara B CTYICHYECKOH TpyTIIe.
[Tonbop m pa3paboTka ydeOHBIX MaTEPHAIOB MPOU3BOIATCA C YYETOM TIPEIOCTaBICHUS
MaTepuana B pa3TUYHbIX (popMax: ayauanbHON, BU3YAIbHOH, C MCIOIB30BaHUEM CIEIHATBLHBIX
TEXHUUYECKUX CPEACTB U NH(POPMALIMOHHBIX CHCTEM.

Meaunamarepualibl  Takke CIEIyeT HWCIOJb30BaTh U aNalTUPOBaTh C  Y4ETOM
WHIUBUIyATBHBIX 0COOCHHOCTEH 00ydeHust nHBauI0B 1 jull ¢ OB3.

OcBoeHue AUCHUIUIMHBI UWHBanugamMu U Juuamu ¢ OB3  ocymectBisieTcss ¢
WCITOJIb30BAHUEM CPEICTB OOyUEHHMsI OOIIETr0 M CIEIHAIBHOTO Ha3HA4YCHHS (IIEPCOHAIBHOTO U
KOJUIEKTUBHOTO HCIIOJIb30BaHUs). MaTepuanbHO-TEXHUYECKOE OOECTeueHre MpeaycMaTpruBaeT
MPUCTIOCOOJICHUE ayTUTOPUM K HY>KJIaM WHBaIUI0B M Jinil ¢ OB3.
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dopma TMNpOBENCHUS AaTTECTAllUM Uil CTYJAEHTOB-UHBanuaoB u Jjun ¢ OB3
YCTaHABIMBAETCS C YUYETOM MHIUBHIyAIbHBIX ICUXO(PU3NIECKIX 0COOCHHOCTEH. J{71s1 MHBaTUI0B
n i ¢ OB3 mpenycmaTtpuBaeTcsi nocTymHas ¢GopMa MPeIOoCTaBICHUS 3alaHUM OIICHOYHBIX
CPENCTB, @ UMEHHO:
— B [IEYATHOW WJIU AJIEKTPOHHOU (hopme (IUIsl JIUIl ¢ HAPYIICHUSIMUA OMOPHO-BUTATEILHOTO
amnmnapara);
— B meyaTHOH (¢opmMe WM OSIEKTPOHHOH (opMe C yBETMUEHHBIM HIPUPTOM U
KOHTPACTHOCTBIO ([UIsI JIUI] C HAPYLICHUSIMU CITyXa, pe4H, 3pEeHus);
— METOJIOM YTEHHMsSI aCCUCTEHTOM 3aJIaHusl BCIYX (U1 JIHI] C HAPYLICHUSIMH 3PEHUs).
CrynentaM ¢ MHBaIuAHOCTHIO M JinnaMm ¢ OB3 yBenuuuBaercs BpeMsi Ha MOATOTOBKY
OTBETOB Ha KOHTPOJIbHBIE BOMPOCHIL. [[71sl TaKUX CTYZEHTOB MpeaycMaTpruBaeTcs 1ocTynHas popma
MPE0CTaBIICHUS OTBETOB Ha 3a/I1aHUs], 4 UMEHHO:
— THUCHMEHHO Ha Oymare uin HabOpoM OTBETOB Ha KOMITbIOTEpE (ISl TUI] C HAPYIICHUSIMH
ciIyxa, peun);
— BbIOOPOM OTBETA U3 BO3MOXHBIX BApPUAHTOB C MCIIOJIb30BAHUEM YCIYyT acCUCTEHTa (I
JUI C HApYUIEHUSIMUA ONTOPHO-/IBUTATENILHOIO aIlapaTa);
— YCTHO (U151 JIULI C HAPYUICHUSIMU 3PEHUS, OTIOPHO-IBUTATEIBHOTO anmnapara).
[Tpu HEeoOxoammocTu Jyisi 00ydaroImuXxcs ¢ WHBAIMIHOCTRIO U jull ¢ OB3 mpouemypa
OIICHUBAHMSI PE3YJIbTATOB O0YUEHUS MOXKET MPOBOIUTHCS B HECKOJIBKO ATAIOB.

11. Onucanue MaTepuaIbHO-TEXHNYECKOI 0a3bl, HEOOXOAMMOM /I OCYLECTBJICHUSA
00pa30BaTeJILHOIO NMPoLecca Mo JUCHUIIHHE (MOYJII0)

YuyeOHasi ayauTOpHMs, TpeJHA3HAYCHHAs [UIA TPOBEIEHHS Yy4eOHBIX 3aHATHUH,
MPEAYCMOTPEHHBIX  HACTOSIIEW  paboueld  mporpaMMoil  JHUCHMIUIMHBI,  OCHAIlEHHAs
O60py,Z[OBaHI/IeM 1 TCXHUYCCKUMU CPCACTBAMUA OGy‘-IGHI/I}I, B COCTAaB KOTOPbIX BXOAAT: KOMIIJICKTBI
CIeIUAIM3UPOBAHHON y4eOHON MeOenu, JOCKa KJIacCHas, MyJbTUMEIUUHBIA MMPOEKTOP, dKPaH,
KOMIIBIOTCP C YCTAHOBJICHHBIM JIMIICH3WOHHBIM ITPOrpaMMHBIM OGCCHC‘IGHHGM, C BBIXOI0OM B CC€Th
«IHTEepHET» U AOCTYIIOM B 3JIEKTPOHHYIO HHPOPMAIIMOHHO-00Pa30BaTEIbHYIO CPEay.

IHomenenne 1Jis1 cCaMOCTOATEILHOM Pa00THI 00y4aIOUIUXCH — Ay IUTOPHS, OCHAIIICHHAs
CIIEIYIOIMIUM 000PYJOBAaHUEM U TEXHUYECKUMU CPEACTBAMM: CIIEUATN3UPOBaHHAs MeOenb AJis
npernoiaBaTess u 00yJaromuxcs, 10cka yueOHas, MyJIbTUMEIUHHBIN TPOEKTOP, IKPaH, 3BYKOBbIE
KOJIOHKH, KOMIMBIOTEp (HOYTOYK), MEPCOHAIBHBIE KOMIBIOTEPHI JUIsl paboThl 00yYarouuxcs ¢
YCTaHOBJICHHBIM JIMIICH3WOHHBIM ITPOTrpaMMHBIM OGGCHG‘-IGHI/IGM, C BBIXOJ0OM B CCThb ((I/IHTepHeT»
U JIOCTYTIOM B 3JIEKTPOHHYI0 HH(POPMAITMOHHO-00pa30BaTEIbHYIO CpEay.
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